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Men, as a usual thing, do not wear their names emblazoned across their hat bands, or 
pinned to the lapels of their coats . . . it wouldn't be considered “in the best of 


taste,” though it would be much more convenient if they did . . . we wouldn't 


always be fumbling for their names, or forgetting them altogether » » » It’s different with a product. . . it 
can wear its name, or that of its maker, across its cap without violating a single rule of etiquette . . . jog- 
ging the memory of the user . . . discouraging substitution by the dealer. » » » Lithographed Metal 


Caps are able reminders . . . they won'tlet the user forget . . . they won't let him be imposed upon. 


PHOENTLX METAL CGAP CO. 


2444 OW. SIXTEENTH ST., CHICAGO = 3720 FOURTEENTH AVE., BROOKLYN 
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Verbena is a plant with a 
curious and interesting his- 
tory. It was used for various 
sacred purposes by the 
Druids, Greeks and Romans. 
By our more recent fore- 
fathers it was regarded as a 
charm for many diseases. In 
Germany and many parts of 
France it was gathered with 
many unintelligible cabalistic 
ejaculations during certain 
phases of the moon and was 
supposed to be a certain 
charm against witchcraft, and 
to work miracles of a sur- 
prising kind. Our cover 
shows the transportation of 
verbena to distilling per- 
fumers in Algeria. 
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Patman's Puzzle 


yn the coming of the Patman Law manufacturers be- 
came excited. Hurried and frequent conferences with 
attorneys as to what must be done not to run afoul of the 
law were the general rule. Seeing in the law an excellent 
opportunity to discontinue many of the unprofitable arrange- 
ments with large retail organizations, manufacturers at first 
were going to revise their sales policies to a marked degree. 
Numerous manufacturers took these steps—others hesitated. 


Nw many manufacturers who hesitated are no longer 
frightened by the law. Rather are they frightened by 
the thought of losing a fair portion of the business of their 
large retail customers. So they continue to give these cus- 
tomers the same concessions which they gave them before 
and look for methods of legalizing these concessions under 
the provisions of the Patman Law. They have thrown over- 
board any advantage which might accrue to them from using 
the law as a method of discontinuing these unprofitable ar- 
rangements and are going on as they were before the law 
was enacted. 


(oes advertising, window and counter displays, 
perhaps demonstrators and other concessions will prob- 
ably be made part of separate contracts handled independ- 
ently of the sales contracts. These will not be concessions 
on the purchase of goods, but they will be direct purchases 
of advertising handled through the advertising departments 
of seller and buyer. 


UT within a short time such practices must be carried to 
the Supreme Court for an answer as to their legality. 
And if such practices are declared legal, all that will be left 
of the Patman Law will be that discounts must be equal to 
savings, and that quantities upon which discounts can be 
granted can be limited by the Federal Trade Commission. 
Until this decision is handed down, no one can tell whether 
or not the Patman Law is going to mean much. 
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T IS MOST INTERESTING that an 
investigation conducted by Italian 
scientists has proven that vitamins A and 
D have a most beneficial action in the 
healing of the skin when applied locally. 
Previously it has been assumed that when 
vitamins A and D were applied to the skin 
they were absorbed into the blood stream 
and any resulting improvement came 
about in the same way as oral administra- 
tion of these vitamins. Also it was as- 
sumed that much larger doses had to be 
applied to the skin in order to bring about 
the same effect as oral administration 
would produce. Now, however, it is 
definitely proven that the action is upon 
the skin itself since oral administration of 
these vitamins only had a slight effect upon 
the skin, while the local application had a 
very great effect. 


VERY SO OFTEN we stop and wonder 

what has happened to our old friend 
Dr. Durrett. Then it suddenly dawns 
upon us that, sure 
enough, he is back in 
Washington sup- 
posedly as avery 
active part of the 
Food and Drug Ad- 
ministration. S om e- 
times we go so far as 
to ask people whom 
we meet what the 
Doctor is doing and 
why he is so quiet, 
but nobody seems to 
know the answer. No 
more does the Doctor 
seem to be running 
riot in the drug busi- 
ness, taking classes of 
preparations and de- 
manding that manu- 
facturers make all 
sorts of changes or 
be faced with seiz- 
ures. Perhaps the 
Doctor has every- 
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thing under control; perhaps he has scared 


everyone into behaving themselves so that 
he does not have to make so much noise. 
Or perhaps the Doctor is following the 
lead of lying low until the Copeland Bill is 
enacted in the hope that manufacturers 
will begin to believe that the Food and 
Drug Administration is composed of nice 
reasonable fellows who should have their 
authority extended to control of advertis- 
ing. We may be wrong, but we believe 
that Dr. Durrett will become very prom- 
inent and very active once the Copeland 
Bill is enacted into law. There is no doubt 
that if the bill is enacted the Doctor will 
have plenty to keep him busy, even though 
he is able to turn out a surprising amount 
of work. 


ARNINGS OF LEADING companies 
in this industry are showing excellent 
increases in keeping with the general busi- 
ness trend. For the most part drug com- 
panies and cosmetic companies manufac- 


Our Family Album 


Advertising for Ayer’s Cherry Pectoral in the nineteenth century is exhibited below. In 
order that you might understand the tie-up of Penn’s Treaty and the product advertised the 
back of the card read: ‘‘The date of Penn’s Treaty is in dispute, but it is universally agreed 
that Ayer’s Cherry Pectoral. . . far exceeds in value anything Penn ever offered the for the reason that 
Indians in exchange for their lands.” 
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turing standard items that sell at reason- 
able prices are showing the real gains. 
Companies engaged in the perfume and 
cosmetic business, manufacturing items 
requiring much cooperative advertising 
and demonstrations, are not improving at 
such a rapid rate. 


HAT AN EXCELLENT THING it 

would be to really have a law that 
would effectively stop manufacturers from 
supplying demonstrators, paying for co- 
operative advertising, and other services. 
Under present conditions very few prod- 
ucts can stand on their own legs at a 
counter where demonstrators are em- 
ployed. Certainly a line without demon- 
strators can hardly get its head above 
water. 

Perhaps the statement of one manu- 
facturer as to why it does not dare to dis- 
continue demonstrators is the opinion of 
most of them. This manufacturer says 
that if his demonstrators were discontinued 
his sales would drop 
to an almost imper- 
ceptible amount in 
the stores where 
demonstrators are 
now located. This is 


so long as a demon- 
strator for any man- 
ufacturer is present 
the other demonstra- 
tors do not dare to 
try to switch the cus- 
tomer on that line. 
Therefore the demon- 
strator’s job is more 
of a watch dog than 
anything else. But 
if none of the man- 
ufacturers employed 
demonstrators, then 
the products might 
be more in accord- 
ance with consumer 
demand. 
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THE TRADE MAP OF U. 5S. 


The above picture gives a conception of 


what the trade map of the United States is 
beginning to look like to manufacturers. 
If the present trend to individual restric- 
tive state legislation continues, what will 
this map look like in 1940? 

This country was formed of thirteen in- 
dependent states for mutual defense and 
for a free intercourse in business and social 
life. Even in the early days of the republic, 
it was not contemplated that states would 
erect barriers which would hamper or deny 
the flow of business across state lines. The 
rights which the states surrendered to the 
republic when the United States Constitu- 


tion was adopted, such as the erection of 


customs barriers, have in effect been taken 


back by many of the states by means of 


restrictive legislation, which builds be- 
tween the states as prohibitive of free 
trade as any customs barriers could be. 

It this trend to restrictive state legisla- 
tion—disguised as tax measures, health 
measures, and other supposedly necessary 
and fine things—is not fully understood in 
all its social implications, we will have 
here in free America, a United States of 
divided territories. Gone will be that huge 
market which has so long been the envy of 


divided Europe. 
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On many occasions it has been our proud 
boast that the individual states formed, in 
effect, laboratories for social experiments 
which, if successful, could be adopted by 
the other states. This in many cases has 
been a favorable development. But now, 
such experiments serve to interrupt the 
flow of business, add tremendously to the 
cost of doing business, and jeopardize our 
whole advantage of a national market. 

Maine and Louisiana are two specific 
instances of such legislation causing serious 
concern to this industry. 

In enacting these laws, state legislatures 
probably consider only their own com- 
munities. The likelihood of resulting 
social harm, which may far exceed the 
detriment of the condition which they are 
seeking to correct, is evidently not visual- 
ized by these legislatures. Each restrictive 
law which one state enacts at variance 
with the laws of other states, presents to 
manufacturers such a maze of taxes, regis- 
trations, inspections, restrictions, and 
seizures, that their ability to manufacture 
and distribute goods with speed, safety, 
and economy is seriously threatened. 

Some way must be found to educate 
state legislatures to the end that they will 
weigh against each other the benefit de- 
rived from correction of their local prob- 
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lems, and the effect upon the national 
situation. If such consideration is properly 
given to each piece of legislation proposed 
in individual states, less laws having a 
detrimental effect upon business across 
state lines will be enacted, for legislators 
will soon realize that if uniformity of laws 
affecting business cannot be had, far 
better that no laws be enacted. 


USINESS GENERALLY has taken on 

tremendous activity marking the first 
real active fall since the depression de- 
scended upon us. The summer just closing 
showed a marked absence of the usual 
summer complaint that nothing could be 
expected until the fall. Even the bug-a- 
boo of the election year has entirely dis- 
appeared. For many years the Repub- 
licans maintained that good business was 
due to the fact they were in office in Wash- 
ington, and the Democrats maintained 
that the administration had no effect upon 
business. Now the Republicans are main- 
taining that the depression would end no 
matter who was in office, and the Demo- 
crats credit the boom to the policies of the 
New Deal. Perhaps the Republican 
arty is the best medicine for good times, 
and the Democratic Party is better suited 
to struggle through a depression. 
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The importance of the Patman Law is most difficutt 
to estimate at the present time and it will be quite a 
while before its real significance can be properly 
evaluated. In the opinion of many very intelligent 
people the law will not mean much at any time. The 
main factor upon which these people base their opinions 
is that the law will prove very difficult of enforcement. 
Further than this, these people believe that some of the 
things which the law attempts to do cannot be done by 
means of this law alone. 

The idea that manufacturers cannot decide how they 
shall spend their advertising money even though they 
desire to spend some of this money in a cooperative 
manner with selected retailers, does not seem likely of 
accomplishment under the Patman Law in the opinion 
of some. These people feel that if manufacturers are 
willing to purchase by separate contracts—not con- 
nected in any way with the sale of goods—advertising 
space, window and counter displays, and even demon- 
strations, they can do so. People expressing these ideas 
are not wholly out of sympathy with the purposes of 
the law, but they do not feel that a manufacturer is en- 
tirely wise in over-estimating the extent to which he 
has to go when his competitors will continue much of 
the practices of the past and thus undermine the 
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PATMAN 


Although it is almost three months 
since the Patman Law became ef- 
fective, and although manufacturers 
have tried to absorb information 


business of those who try to live up to the spirit as well 
as the letter of the law. 
However, the statement 
Commission issued last month on the bill, clearly states 
that allowances for advertising and sales promotion 
work are unlawful unless offered on proportionately 
equal terms to all buyers who compete with one 
It is pointed out by those who disagree, 


which the Federal Trade 


another. 
however, that this refers to allowances on purchases 
and does not include outright purchase of advertising 
and other services made without apparent regard to 
sales. 

The Federal Trade Commission also states that it is 
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Dink Tooth Brush’? 


‘Not while they make 


PROBLEMS 


rapidly, there are still so many con- 
flicting opinions regarding the law 
that wisdom and conscientiousness 
in compliance are incompatible. 


unlawful to discriminate among buyers by furnishing 
any services or facilities for processing, handling, sell- 
ing or offering for sale, that are not available to all 
buyers on proportionately equal terms. This certainly 
includes demonstrators if it includes anything. 

But the Federal Trade Commission is very vague in 
its statements regarding the Patman Law. They 
merely state that they will enforce it in accordance with 
whether or not they feel that violations complained of 
are violations of the law. As complaints are received, 
the Commission will call in the manufacturers involved 
for a private hearing. After the hearing, the Commis- 
sion will render its decision as to whether or not the 
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law has been violated. If the manufacturers involved 
in proceedings appeal from the ruling of the decisions 
of the Commission, then the Commission will defend 
its views in court. And only after the highest court has 
acted on appeals from complaints, can the Commission 
be certain as to what are violations of the law. 

The Commission is busily engaged in holding many 
Trade Practice Conferences with various groups. The 
Toilet Goods Association recently decided to revive its 
request to hold such a conference in the hope that the 
cosmetic manufacturers could obtain definite informa- 
tion as to what was legal and illegal in their industry 
under the Patman Law. However, this hope is doomed 
since the Commission has no intention of exposing 
itself in this fashion. At these conferences the Com- 
mission will only agree to prosecute instances of those 
practices which have been definitely ruled by the courts 
as violations of existing laws. Since the Patman Law 
has not been tested in court, the Commission has 
nothing upon which to base agreements as to what 
practices are, or are not, violations. Naturally the 
Commission cannot bind itself definitely to prosecute 
all cases of practices which may or may not be viola- 
tions according to how the court at some later date 
may decide. 
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Retailers are naturally suspicious of many manu- 
facturers who are refusing them allowances, because 
of the fact the retailers do not believe that all manu- 
facturers are sincere and that allowances will be still 
given to the very large chains. It is well known that the 
chains are demanding allowances and that in many in- 
stances they are getting them. The A. 
chain, which had been sharply cut down on allowances 
by the large food manufacturers immediately after the 
bill was enacted, is now trying to get them back. This 
chain is protecting itself with a new form of contract 


& P. grocery 


which contains the following clause: 

“The manufacturer avows his willingness to make 
the same agreement as is here made with any other 
purchasers similarly situated and on proportionately 
terms.” 

Thus this chain can drive as hard a bargain as it 
likes, and the chain is not subject to charges of ob- 
taining discriminatory prices. For if the manufacturer 
fails to extend these allowances to other retailers on 
proportionately equal terms, the manufacturer has not 
lived up to his agreement and has not done that which 
the retailer had every right to expect the manufacturer 
would do. 

An idea of the variations in the policies which manu- 
facturers are adopting under the bill can be appre- 
ciated if one will find out what terms they are offering 
to retailers. Recently we had an inquiry from a retailer 
who told that a very fine cosmetic house had informed 
him that $7,000 worth of merchandise over the year 
was the minimum amount upon which they would 
grant demonstration salary, advertising allowances, and 
the best discounts of about forty per cent. Unless the 
retailer does this amount of business, the manufacturer 
will only grant him thirty-three and one-third per cent 
and five per cent, with an additional five per cent for 
advertising. 

Other manufacturers have been of the opinion that 
quotas could not be set for the granting of any allow- 
ances for the reason that they believe that ‘‘propor- 
tionately equal terms’? means the same thing for every- 
body depending on the amount of business done. These 
manufacturers do not believe that the law means that 
definite levels can be set below which certain allowances 
will not be granted. 

Some people are attempting to extend the meaning 
of the law to limits not generally considered. Because 
of the decision of the Federal Trade Commission in the 
Goodyear case, wherein the decision ordered the Good- 
year Company to cease and desist from selling to 
Sears-Roebuck tires of equal quality at lower prices 
than the company sold them to their retail dealers, 
many believe that manufacturers of drugs and cos- 
metics will have to revise their prices on the goods 
which sell on a private label basis. However, Goodyear 
is not satisfied with the decision by the Commission 
and is appealing to the courts. Certainly in view of the 
fact that the U. S. Supreme Court decided that milk 
dealers who did not advertise to the public had the 
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right to sell their milk cheaper than those who did ad- 
vertise, it does not seem that Goodyear is violating any 
law in selling unadvertised tires to Sears-Roebuck at 
lower prices than those at which they sell their adver- 
tised tires to retail dealers. For if the Goodyear de- 
cision holds, then drug and cosmetic manufacturers 
who advertise and sell their goods through the ordinary 
channels of distribution would be forced to charge for 
goods manufactured under the names of other people 
the same prices which they charged their dealers for 
their own products. This does not seem to make sense. 
Perhaps this ruling would only be applied to private 
label merchandise put up for retail establishments and 
not for other people who are merely owners of trade- 
marks. This is for the reason that private label mer- 
chandise of equal quality put up for manufacturers 
would not injure or destroy competition between 
manufacturers and would certainly not affect com- 
petition among retailers. On the other hand, the Com- 
mission would probably be of the opinion—as they 
evidently were in the Goodyear case—that sales of 
the same quality merchandise to retailers, even under a 
different trade name, would affect competition be- 
tween retailers. Therefore, if the Goodyear case stands, 
much of the business conducted during the last few 
years in drugs, cosmetics, sanitary napkins, razor 
blades, tooth brushes, and other sundries was and will 
be declared illegal unless the court reverses the Com- 
mission in the Goodyear case. 

Further than this, there are those of the opinion that 
the Patman Law outlaws the practice of selling the 
same quality merchandise at different prices when put 
up by the same manufacturer under different names. 
It is a well-known fact that standard items such as 
mineral oil, epsom salts, milk of magnesia, bay rum, to 
name only a few of the stables, were taken from the 
same tanks and packaged under different names and 
sold at different prices. Likewise has this occurred 
more rarely in perfumes, but quite often in razor blades, 
tooth brushes, sanitary napkins, and other sundries. 
There can be no doubt that these have had an un- 
settling influence upon the market although they would 
not have such a great effect unless a depression was 
upon us and people were conserving their incomes to 
the utmost. 

Then there are others who are of the opinion that the 
Patman Law means that the consumers must all be 
treated alike for the reason that unstable prices to con- 
sumers will certainly have an unsettling influence upon 
retailers as well as upon consumers themselves. but 
we doubt that the law will be enforced in any such way 
as this, at least for a long, long time. Manufacturers 
must remember that such laws as the Patman Law are 
not enforced in all ways immediately. As situations 
develop, the law is enforced to change them, and if no 
law can be applied, a cry comes for a new law. Good- 
year has been selling tires to Sears-Roebuck for a good 
many years, yet action under the Clayton Act was only 
arrived at during this year. 
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SARAKA’S TESTED ADVERTISING | 


There is no 
question that Sa- 
raka has been the 
fastest growing 
newcomer in the 
laxative field. 
Coming as it did, 
hard on the heels 
of the psyllium 
seed wave, it had 
some real records 
to shoot at, but 
where there were 
hundreds of 
brands of  psyl- 





lium seed, there is 
only one Saraka, and in view of this fact its progress 
has been remarkable. 

This new laxative was introduced in 1932. The only 
merchandising done was to send out mailings to the 
medical profession. Before January, 1934, 176,888 re- 
quests for samples were received from doctors. As a 
result of this sampling, Saraka sales went up to about 
40,000 units a month, solely on doctors’ recommenda- 
tions. 

In 1934, Saraka decided to advertise to the consumer. 
Sales continued to rise steadily and a new advertising 
policy was introduced, under which it was agreed not to 
run any Saraka advertisement in expensive magazine 
space until it had been approved by a jury of consumers 
and had proved its drawing power in low-cost pub- 
lications. 

With this policy decided upon, it remained to find a 
new advertising appeal. Advertisements were prepared 
in batches of five and sent out to a consumer jury. Some 
of them were good, some not so good and some just 
indifferent. Buried among them was one which 
stressed exercise for the intestinal muscles. No one in 
the agency (Marschalk & Pratt) foresaw that it would 
turn out to be the big winner, but when results began to 
come in from the field tests this particular ad led all 
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others on every ballot. The next step was to insert the 
winning advertisement, with four runnersup, in a low- 
cost publication which permitted split editions, thus 
eliminating the variables of position and weather. Again 
the exercise appeal out-pulled all the rest. A coupon in 
the usual corner offered a trial tin of Saraka for ten 
cents. The response was amazing, and a later check 
revealed that two coupon clippers out of three became 
regular Saraka users. Thus “Exercise Appeal” was the 
theme of the 1936 campaign and is to be emphasized 
again next year. 

Saraka is currently offering a deal to retailers consist- 
ing of a unit containing 14 dozen 10 oz. cans and one 
11 oz. can, in a special display carton, priced to the 
trade at $2.50. Retail value for the unit is $4.50. Deal- 
ers may obtain these special cartons through recognized 
wholesale drug houses. The merchandise is packaged in 
a counter display carton in full color, measuring 14 
inches by 31% inches when unfolded and set up. 


| 


Bist 
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ANTIPRURITIC LOTIONS 


By A. Richard Bliss, Jr., Phm. D., M. D., LL.D. 


Antipruritic Lotions are liq- 
uid preparations used to allay 
generalized or local itching, 
tingling, smarting or burning 
of the skin. These sensations 
are not infrequently manifes- 
tations of conditions requiring 
systemic treatment in addi- 
lion to the local, palliative 
measures. A common cause 
of itching, or pruritis, is an 
increase in the intradermal 
tension. Scratching tempora- 
rily relieves the itching by 
lessening the intradermal pressure, but the itching 
recurs worse than before because the reaction from the 
scratching necessarily increases the tension either from 
secondary hyperemia or consecutive skin infiltration. 





Decreasing the blood supply to the skin lessens intra- 
dermal pressure and allays the itching. Sponging the 
skin with water as hot as can be borne lessens the blood 
supply to the skin, the initial hyperemia of the skin 
being followed by a prolonged period of ischemia. The 
duration of this action may be prolonged by leaving 
the skin moist. 

The addition of an alkali to a lotion facilitates the 
softening of the epidermis. An aqueous solution of 
sodium bicarbonate (1 to 5 per cent) is an efficient, 
simple, antipruritic lotion, which should be applied to 
the skin as hot as can be borne, and then, without dry- 
ing, dusting the area with a simple dusting powder, 
such as talc. A warm sedative bath, for example, the 
bran or the starch bath, affords more or less relief in 
many cases. A dusting powder should be used after the 
bath. Scrubbing the skin with a soft hair-brush while 
in the bath often affords relief by removing dead 
epithelial scales. The effectiveness of small doses of 
roentgen irradiation in treating pruritis may be due in 
part to a decrease in the intradermal tension through 
inhibition of cell proliferation. 
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If the itching skin is not inflamed, agents such as 
menthol and phenol may be employed as ingredients of 
antipruritic lotions. Their local actions were discussed 
in the article entitled ““Evaporating and Deodorant 
Lotions” in the August number of THE DruG Anp 
Cosmetic INpustry. Menthol is much less toxic than 
phenol. Camphor is another agent which has its advo- 
cates as an antipruritic in the field of dermatology. 
Menthol, phenol, camphor and alcohol are all potential 
irritants, and the lowest concentrations which will 
allay the itching should be used. While it is true that 
higher concentrations of these agents will act as rube- 
facients and at first give relief, this action is followed 
by an aggravation of the original condition. 

The formulas immediately following are representa- 
tive of the simple lotions of this class. 


Menthol Lotion 


CED ON coco 5 Sate ee pron re ate eee! eee Ate 0.5 
ESS SD Sg cer ee eae eeE terey, RPA RCD roe tS ears aaa Nae 50.0 
ON ene CSET cea na oe nn eC SOUP AR ea Ora eS eee 100.0 
Phenol Lotion 
2 NC) a oa Re sere Ps Ae Aa y A nc eME NR coer rtet 1.0 
MEIN GROIN 5 35 3s4e sa attaroneonh gare ine ee Deere naan eet 2.0 
PNAS Fon sa 8526 occa dud Dicey eraeor eed an Rw Sek aS ore 6.0 
UNL: SECURIT 6 5 aiadss givin nine Rees he & han eee 100.0 
Alkaline Lotion 
Sodium Bicarbonate....... 4.0 
RRORANC Ferenc ede ricse 1.0 
Water, tomake........... 100.0 
Borax Lotion 
| DT ee eee a eee 3.0 
MAEMO 352g oe res oe 1.0 
Rose Water, to make...... 100.0 


The concentrations of the 
alkalies found most suitable 
for lotions of this type are: 
sodium bicarbonate, 1 to 5%: 
sodium carbonate, 4% to 3%; 
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Lotions for relief of itching can be 
a great source of comfort when 
needed. Dr. Bliss gives complete 
information on these preparations. 


and Borax, 1 to 4°. To avoid the possibility of undue 
irritation in the cases of menthol and phenol, not more 
than 1 per cent of either should be used. In addition, 
the manufacturer should keep in mind the potential, 
undesirable effects of phenol referred to in the August 
article already mentioned. 

The combined effects of menthol, phenol and a weak 
alkali may be insured by the following combination: 


P-M-L Lotion 


Bane 5 bios So ASA Cn a ee re 1.0 
PURE IROENO E35 Sears. cia cats Sissies teere See eee ee er ie 0.5 
Bama Waten.. 0.65 e408 EAs ae ieee nel eng ene ra 25.0 
Whaler EOIN RG. 335 525. tigate rae ket RU ee eee 100.0 


Several camphor antipruritic combinations follow 
which may be useful as starting points in experimental 
investigations. 

Camphor-Menthol Lotion 


Camphor. . ee ee ee ee et Be 0.75 
TPROT EO S02 09 he oda aah a aera il artes Pera ue 0.50 
Gelber ESICREDONGNEG 2c 5 5 bok 5 ceca b Seo leca  d e 1.50 
1S C1 | SRO Reg rag ane ae ea ee ee PS eRe re 25.00 
Cr CURSE CON, (| Chan nS EEE Rae i Aa RA ee 100.00 
Camphor-Rose Lotion 
PV Ola @ Pema GP Hs 6s cc its fosite Aco ero es ene ones 10.0 
1 SLC) SAA ae eRe PER Ae Pe oe Sheen cease ear eer ee 10.0 
SBESMAGAR OE vas pert ke arya eee re eee BS 
Rese Water: Genie os oc secon noe do cute see en ea ean 100.0 


Camphor-Phenol Lotion 


ANAM 2555 occssseo a 0.4 
CEE Ee ea 0.8 
Lime Water........... 50.0 
BCTOL oie atts, 0.5 
Rose Water, to make .. 100.0 


Dermatologists often use 


calamine, zinc oxide and 
bismuth subnitrate as in- 
gredients of their antipru- 


ritic prescriptions, thus: ae 
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Antipruritic Lotion, R.B.* 


LCT LG! eile aneas ae 0.35 
Liquefied Phenol....... 12.00 
Bismuth Subnitrate.... 90.00 
Zine Oxide... .... nc. 90.00 
Cherry Laurel Water... 180.00 


Formalin Cleansing 
Solution (R.B.1)..... 360.00 
Rose Water, to make. . . 1000.00 


Pruritis Lotion, R.B. 





PRONOR 0255-5. os 133.0 

Solution of Potassium 
Hydroxide (5%)..... 140.0 

Linseed Oil, to make ... 1000.0 


For severe itching many recommend a lotion con- 


sisting of: 


PhGHON S20 25 soe SOR ee 1.6 
PRC pAmeee CAM 5 2, Deis sshd ora ee ee 8.0 
PG OS os ne ols os See oe er eer 8.0 
CUES CGHIER S09 oct ghee ey tl Ree eae 2.0 
Bimie Water: (0 niah@ so. <:..500c oun alone eee ees 100.0 


This is commonly called “Pink Lotion.” It may form 
a film on the skin, which may be easily removed with a 
fixed oil such as cottonseed or olive oil. 

Where the skin is too sensitive for alcohol, a pro- 
tectant lotion containing from 5 to 10 per cent of Coal 
Tar Solution may be used. 


Coal Tar Lotion 


Solution: of Coal Fare .<¢.6655 655 te eee: 1.0 
VAT COM D> 10): eee eR gene een OMEN ee Mey er en ema) Ee en Gael Pee 8.0 
Willer: tonighe? fo.) Sis ie a eee 100.0 


Other agents which have been used with more or less 
success as ingredients of lotions of this class include: 
boric acid, salicylic acid, tannic acid, ichthyol, euresol, 
resorcinol, and zine sulphate. A simple, soothing dust- 
ing powder may be used to advantage following the 
application of antipruritic lotions. 


(Continued next month.) 
*Pharmaceutical Recipe Book. 
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SOAPLESS SHAMPOOS 


The successful lathering, soapless shampoo is here, 
and, barring a too great price differential, is likely to 
put up a good fight for the market. Whatever the 
claims, there is no question that this product, and 
similar ones, clean the hair thoroughly in hard as well 
as soft water and require no after treatment. 

A good shampoo must primarily have high detergent 
power, removing all traces of grease and dirt from the 
hair. 
the hair, leaving the hair soft, clean and lustrous. It 
should not be irritating or otherwise too drastic in its 
effect. It ought to be neutral and, for more than 
psychological reasons, should give a good lather. Lather 
is an indication to the user that she has rubbed suffi- 
ciently to make the cleansing agent go where it should 
and, very often, the degree of lathering is an indication 
of the cleanliness of the hair. 

It is questionable whether the debate on the alkalinity 
of shampoos deserves the prominence accorded it. Con- 
centrated alkali would disintegrate hair as well as other 
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It must be easily and completely washed out of 
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organic matter, but no shampoo has so high an alkali 
content as to be immediately damaging. Over a long 
period of time, the hair is acted upon by so many 
diverse influences that any presumable effect of free 
alkali alone is covered by other factors. Finally, if 
alkalinity were the sole consideration, non-alkaline 
liquid shampoos, or at least shampoos nearly neutral, 
can be readily made by the use of triethanolamine or 
other weakly alkaline organic bases. Extra expense is 
involved in the use of these bases in place of potassium 
hydroxide or carbonate, but the additional cost is little. 
Procedure must be changed, however, in this case: the 
organic or weakly alkaline bases will not saponify fats 
or oils. Only the free fatty acids may be used, and these 
are obtainable in almost any grade, and from many oils 
from a number of sources. Using a Twitchell process, 
the oil is hydrolyzed to glycerine and the corresponding 
fatty acid mixture which is then treated with the cal- 
culated amount of alkali or separated and sold. 
Non-alkaline, but non-lathering shampoos are suc- 
cessfully made from sulfonated fatty oil mixtures. Sul- 
fonated castor oil is clear, but sometimes inclined to 
leave a sticky deposit. Sulfonated olive oil is not clear, 
but tends to overcome stickiness and a mixture of both 
of these gives a satisfactory product. To make sure 
that the shampoo will really be thoroughly washed from 
the hair without leaving residual stickiness, the original 
sulfonated oils should be carefully selected. Insufficient 
sulfonation leads to a product only partially soluble in 
water. 
ing shampoos from sulfonated oils by adding saponin or 


Attempts have been made to formulate lather- 


other foaming agents, but apparently these experiments 
have not been outstandingly successful. 

The real problem which seems finally to be solved is 
the manufacture of a lathering product which will not 
make sticky lime and magnesia soaps with hard water. 
Soaps are metallic compounds of fatty acids. Ordinary 
soaps, as we generally consider them, are sodium or 


potassium salts of higher fatty acids. The combinations 


_ with organic bases are in the same category. Neverthe- 
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By Joseph Kalish 


less, the soap category includes zinc, aluminum, mag- 


nesium, calcium and other metallic salts of fatty acids. 


These differ from the usual compounds by virtue of 
their insolubility in water. Hard water contains ap- 
preciable quantities of soluble calcium and magnesium 
compounds. When these compounds come in contact 
with sodium or potassium soaps, double decomposition 
takes place with formation of insoluble soaps. These in 
turn are deposited on the hair and form a dull, sticky 
coating. Rinsing with a weakly acid solution will de- 
compose these insoluble soaps and allow them to be 
rinsed out of the hair. 

The problem of hard water and soaps is not peculiar 
to the cosmetic industry; it is of paramount importance 
in the processing of textiles. The sticky insoluble soaps 
are likely to affect dye shades and their appearance must 
be prevented. Partly with this in mind, products of 
new composition were developed to possess the ad- 
vantages, without the disadvantages of soap. Sodium 
lauryl sulfate is merely one of a large group of com- 
pounds developed as wetting agents and detergents for 
the textile industry. Some of the other compounds 
were described in “*The Compounder’s Corner” for July 
and in earlier issues of “THE DruGa Anp Cosmetic 
InpustrY.”” There is no particular point in discussing 
the composition of these compounds since some are 
secret and chemical structure varies widely. 

At any rate, the new detergents have some qualities in 
common. For the most part they will lather equally 
well in neutral, alkaline or acid solutions. The solutions 
themselves do not generally depart to any extent from 
neutrality when the products are adequately purified. 
Finally, and most important, hard water does not react 
with these compounds. Their magnesium and calcium 
compounds, which may form in hard water, are soluble, 
have definite cleansing powers, and can easily and com- 
pletely be rinsed out of hair and fabrics. 

The formulation of soapless shampoos utilizing these 
detergents is not particularly difficult, the compound 
merely being dissolved in hot or cold water to the proper 
concentration. What this concentration should be will 
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depend entirely upon the solubility of the product and 
its lathering power. Some of the detergents in solution 
act somewhat differently from regular soaps. The 
lather may be abundant but thin and easily broken. 
This does not affect cleansing power, however. Since 
these compounds have only recently been applied to the 
cosmetic industry, individual experimental work is the 
only way to determine suitability and effectiveness. 
Some will contain fillers and impurities which will pre- 
vent the production of a clear solution. Alcohol will 
often increase solubility and glycerine and other water- 
soluble solvents may prove useful in this same respect. 
On the other hand, use of these organic solvents may 
increase turbidity, indicating either the presence of in- 
organic impurities or the insolubility of the detergent 
compound in organic solvents. But in every instance, a 
little experimental work should pay large dividends. 

An experimental method that has been found satis- 
factory consists in setting up a series of solutions of 
synthetic detergents, each solution containing the 
same percentage of active ingredient. Some will be 
found to lather more freely than others and will be 
preferable for further investigation unless their cost is 
too far out of line. Concentrations can then be so ad- 
justed that all solutions will lather to about the same 
extent. At this point the final decision can well be 
made on the grounds of cost, appearance of the solu- 
tion, and effectiveness. Select the compound which 
gives the best looking solution without the necessity of 
filtration, which may be difficult. 

Finally, a word of caution. The use of sodium lauryl 
sulfate itself seems to be the subject of U. S. patents 
1,968,793 to 7, inclusive, and patent infringement, with 
its dire consequences, should be avoided. Moreover, 
these new detergents were originally intended for use in 
textile processing, not on the skin. They may be toxic, 
or at least irritating or too drastic in their cleansing 
action. This is not necessarily true, but a little testing 
before commercial marketing is a good safeguard. 
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THE CHEMISTRY AND PHYSIOLOGY | 


sigs 


As described in previous papers, 
Vitamins are substances occurring in 
minute amounts in foods of plant 
and animal origin. Their presence in 
adequate quantities in the diet is 
absolutely essential for the main- 
tenance of good health in man and 
animal. They are distinguished 





from the other necessary ingredients of foodstuffs, such 
as fats, proteins, carbohydrates, mineral salts, water, 
etc., by the incredibly small quantities required for a 
properly balanced diet. Thus, many ounces of proteins 
or carbohydrates must be consumed daily, whereas 
only a few grains of each of the vitamins is necessary 
for well-being. These important nutritional materials 
are organic chemical compounds, whose exact chemical 
identities are rapidly being disclosed. The chemical 
structures of vitamins A, B (B,), C, D, and the flavin 
derivative member of the vitamin G (B,} complex, have 
been fairly conclusively demonstrated, and vitamin B 
(B,), vitamin C and lactoflavin have already been 
synthesized in the laboratory. 

Vitamin C is associated with the dreaded disease 


known as scurvy, and is often referred to as the anti- 
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scurvy or anti-scorbutic vitamin. The indications are 
that scurvy has been known for over three hundred 
years, for as early as 1593, Albertus observed that the 
consumption of sour juices cured the disease charac- 
terized by weakness, pallor, loss in weight, loose teeth, 
and painful, swollen joints. Albertus, however, did not 
realize that the disease was due to a food deficiency, for 
this fact was only first recognized in 1720 by Kramer, an 
Austrian army physician, who found that people living 
on preserved or “‘salted diets” became victins of scurvy, 
and could be completely cured by consuming fruits, 
fruit juices, or fresh vegetables. Many others at the 
time were familiar with these facts, and in 1757, a book 
by Lind appeared, summarizing the knowledge on the 
subject and confirming the cause of the disease as a 
food deficiency. In 1840, a medical writer by the name 
of Budd predicted that organic chemists or physiolo- 
gists would discover the essential element of citrus 
fruits which plays such an important role in the preven- 
tion of scurvy. 

A scientific investigation of scurvy was not begun, 
however, until the years 1907-1912. Holst and Frolich 
of Norway, in their attempts to produce beri-beri in 


guinea-pigs, as Kijkman and others had previously done 


¢ 
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OF VITAMIN C 


in birds, observed that guinea-pigs, instead of exhibiting 


symptoms of beri-beri, developed the characteristics of 


scurvy in man. These experiments definitely estab- 
lished scurvy as a dietary deficiency disease, and at the 
same time served as an impetus to the many investiga- 
tions on this subject, which followed soon thereafter. 
The characteristic symptoms of scurvy in man are 
indicated by fatigue, loss in weight, loss of appetite, 
nervousness, and sallow complexion. The gums become 
soft, spongy and bleed; the teeth become loose; the 
blood capillaries are affected causing bleeding beneath 
the skin surface; painful swelling occurs in the knees, 
ankles and joints. The bone structure undergoes a 
decided change as disclosed by X-ray examination. The 
disease finally ends in convulsions, delirium and death. 


In cases of adults who consume insufficient quantities of 


fresh fruits and vegetables, a condition known as sub- 
scurvy sometimes occurs. This is not characterized by 
the afore-mentioned serious symptoms, but is recognized 
by the appearance of laziness, gloom and irritability. 
Extreme cases of scurvy are usually found in isolated 


regions of the globe, and are more prevalent than is 


*Research Laboratories of Stanco Incorporated. 


By R. Schuler* 


commonly supposed. It frequently occurred among the 
soldiers during the World War, and is now occasionally 
found in poor houses and prisons. 

Monkeys and guinea-pigs also develop scurvy when 
maintained on a vitamin C deficient diet. This is 
characterized in the guinea-pig by enlarged and painful 


joints, the onset of which is recognized when the animal 


begins to rest on its side with the affected limb extended 
in the air. The diseased animal also tends to rest the 
side of its face on the floor when the gums and jaws 
become tender. Later the teeth become loose, solid 
food is refused, haemorrhages occur, and death results. 
Dogs, cats, rats, mice, hens and most domestic and 
farm animals never exhibit the extreme characteristics 
of scurvy. In some obscure manner, they synthesize 
vitamin C within their bodies from other foodstuff 
materials. On a vitamin C deficient diet, however, 
they fail to thrive in a normal manner as indicated by 
loss in weight, and failure to produce healthy litters of 
young. 

The mechanism of the action of vitamin C in the 
body is probably based on its property as a reducing 
agent. Vitamin C, unquestionably, plays an important 
role in the oxidation and reduction of foods in the body. 
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When absent, the body cells are unable to oxidize the 
food, and as a consequence the blood vessels become 
weak, and bleeding results as previously described. 

Within the past year, an investigation was published 
describing the injection of vitamin C under the skin of 
monkeys previously infected with infantile paralysis. 
Certain optimum doses appeared to prevent the de- 
velopment of the disease. This result indicates that 
perhaps small quantities of vitamin C, normally present 
in the central nervous system of man, may account for 
the immunity of most humans to this dreaded disease. 
Perhaps in the case of those individuals attacked by the 
disease, some glandular disturbance prevents the 
proper utilization of vitamin C in the diet. 

Another recent investigation disclosed the presence of 
vitamin C in the form of granules in such forms of life 
as protozoa, bacteria, yeast, seaweed and various para- 
sitic fungi. It was also observed that these granules 
occurred in greater number in cells where the plants or 
animals were growing most rapidly. From these ob- 
servations, the investigators concluded that vitamin C 
may be an essential factor in the existence of living cell 
protoplasm. 

The richest natural source of vitamin C is in the 
suprarenal glands of the rat, which contain ten times as 
much vitamin C as orange juice, hitherto considered 
the richest source. Concentrated extracts, as well as 
the pure crystalline vitamin C may be prepared from 
orange and lemon juices. Among other rich sources of 
this material are new cabbage, parsley, green and red 
peppers, watercress, grapefruit, lemons and oranges. 
The following vegetables and fruits also contain an 
excellent supply of vitamin C: Celery, onions, green 
peas, rhubarb, tomato, turnips, citron juice, lime juice, 
pineapple, raspberry, strawberry, and tangerine. As 
secondary sources of supply may be mentioned beets, 
cooked cabbage, carrots, cauliflower, cucumber, endive, 
cooked peas, potato, pumpkin, cooked spinach, string 
beans, sweet corn, sweet potato, turnip greens, apples, 
bananas, grapes, pears and watermelon. 

The chemical structure of vitamin C has been 
definitely established as the six carbon sugar-acid com- 
monly known as ascorbic acid or cevitamic acid. The 
empirical formula of this acid is CgHgO,. The isolation 
and identification of vitamin C crystals was first an- 
nounced in 1931 by King and Waugh of the University 
of Pittsburgh, who, after four years of careful work, 
fina'iy succeeded in isolating 50 milligrams of pure, 
white, odorless, water-soluble vitamin C crystals from 
ene liter of lemon juice. This same compound had been 
previously isolated in 1928 from cabbages, oranges and 
from the adrenal glands of animals by Szent-Gyorgyi, a 
Hungarian chemist working at Cambridge University, 
England. Szent-Gyorgyi called it “hexuronic acid,” 
and attempted to relate it to cortin, the adrenal hor- 
mone. It was not until after the investigation by King 
and Waugh that Szent-Gyorgyi found that his material 


was identical with vitamin C. 
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Within a short time after these investigations, the 
identity of vitamin C as ascorbic acid was definitely 
confirmed by the researches of such investigators as 
Harris and Zilva of England, and Tillmans of Germany. 
In 1933, the first laboratory synthesis was announced 
almost simultaneously by Reichstein of Switzerland, 
and by Haworth and collaborators of England. It is 
interesting to note that no other natural product has 
yet been found which exerts an anti-scurvy effect. 
Several compounds with structures similar to vitamin 
C, however, have been synthesized, and have been 
found to possess some anti-scurvy action, but to a 
much less marked extent than vitamin C. 

Vitamin C is now being synthesized on a commercial 
scale by a method developed by Reichstein of Switzer- 
land. It is also being manufactured by extraction from 
paprikas and from citrus fruits, and may now be pur- 
chased in the form of pure crystals. A .01 gram dose is 
considered equal to 15 to 30 cc. of fresh orange juice, 
and is recommended as the daily dose for infants and 
children. A .05 gram quantity is recommended for 
adult consumption. Large doses of vitamin C may be 
consumed without incurring any harmful effects, inas- 
much as overdoses are rapidly eliminated by the kid- 
neys. In this connection it may be mentioned, that 
vitamin C has been found useful in the treatment of cer- 
tain types of anemia, particularly in those cases which 
fail to respond to the administration of massive doses 
of iron salts or liver extract. There are also indications 
that vitamin C plays a role in the resistance of the body 
to infection, but these observations remain to be con- 
firmed and clarified by further research. 

Vitamin C is a white, crystalline compound melting 
at 192°C. It is optically active with a rotation in 
water of +21°, and in alcohol of +48°. It is freely 
soluble in water, soluble in alcohol and insoluble in 
chloroform and ether. It is a relatively unstable com- 
pound, and is subject to oxidation, particularly when 
exposed to air in the presence of alkali. This oxidation 
is also hastened by high temperatures and by the pres- 
ence of heavy metals, especially copper. As a conse- 
quence of its instability, vitamin C is destroyed by 
cooking and, in general, it may be said that preserved, 
canned and dried foods contain very little of this im- 
portant material, unless special canning methods in- 
volving the absence of air and the presence of acid are 
employed. 

In addition to its distinction of being one of the few 
vitamins to have been synthesized in the laboratory, 
vitamin C is the only vitamin whose presence may be 
determined quantitatively by chemical means, in place 
of the usual laborious biological tests on animals. This 
chemical method, which involves a rapid titration in 
acid solution, is based upon the reduction by vitamin C 
of the dye 2, 6-dichlorophenolindophenol, which changes 
from a red color to colorless under these conditions. 
Thus, a vitamin C determination may be performed 
within a few minutes on as small a sample as .03 cc. of 
orange juice as contrasted with the many days and the 


(Continued on page 326) 
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CONTESTS: 
AND 


SOME WHYS 
HOWS 


By Elsie M. Rushmore 


A successful contest is one that is simple and straight 
forward. The basic formula, I am convinced, is a good 
question, intelligent media coverage, money prizes 
(not necessarily large), simple rules, and a method of 
handling the entries that insures fairness. And, of 
course, the product should be easily available and of 
moderate cost. 

What are the advantages to be derived from such a 
contest? What does your money buy so spent? 

In the first place you can count on receiving a small 
percentage of letters that are credible and interesting, 
and well worth careful consideration. To be sure they 
may not tell you anything new, but they will at least 
give you a vivid, personalized glimpse of your profit 
market,—of the men and women who are repeat 
buyers of your product. 

A second advantage of such a contest is that it does 
a good sampling job. Nor is it hit-or-miss sampling, for 
the consumer who buys your product for the qualifying 
box-top or label, having paid for the product has an 
incentive to try it, and frequently sells himself on the 
product by the very act of writing the letter. For no 
copywriter, though he or she speaks with the tongues 
of men and of angels, is as convincing to many people 
as something, however surprising, which they have 
figured out for themselves. “Who demands soft, 
smooth hands more than the old cow” wrote a farmer 
in a recent hand lotion contest, “When | milk her with 
rough hands she immediately gives me a swift (sic) 
kick and I loose all the milk.”’* 

In addition to the two advantages already men- 
tioned—a clearer picture of your profit market and a 
worthwhile sampling job—a successful contest ought 
also to net you increased sales, at least temporarily, 
and the dealer’s goodwill in helping him move his stock. 

Such, in simplest terms, are the ““Whys” of Contests. 
Here, again in 
simplest terms, are the principal steps involved in 
handling returns. 

Have a group of competent clerical workers under 
careful supervision to open the letters and to check for 


Let us now consider a few “Hows.” 
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qualifying enclosures. They should also check all post- 
marks on mail received after the closing date in order 
to sort out all entries mailed in time to qualify. 

Have a group of competent readers to read the entries 
and to select those above the average in terms of the 
average of the contest. This average will vary some- 
what in different types of contest. “Competent” 
means intelligent, vigilant and friendly-minded. Con- 
test mail cannot be read in routine fashion, nor by 
anyone who is_ illiterate, careless, supercilious or 
cynical. The entries selected by the readers should be 
passed on to the Contest Editor who selects those worth 
submitting to the Judges for their final decision. These 
Judges should agree at the outset of the job regarding 
the basis on which selections are to be made and the 
method employed, so that the Editor and Staff repre- 
sent them in a real sense. 

Submit the selected entries to the Judges in type- 
written form without the names and addresses of con- 
testants with each entry identified by a serial number. 
Give each of the Judges a copy of these selected entries 
at least a week before their joint meeting. 

Don’t commit yourself to a date of announcement 
too soon after the closing date. The total number of 
entries received three days before the closing date is 
often only half of the final total. This is because, if the 
contest is a national one, it will take all of five days for 
all the letters to arrive, for lots of people will wait till 
the last minute to mail contest entries. If the mail is 
to be forwarded from radio stations you will have to 
wait even longer. 

Get the interest and cooperation of the dealers, but 
don’t burden them with details or expect them to do 
much explaining. 

Publish, or make available on request, the names of 
the winners, and, if possible, send an acknowledgment 
card to each contestant. 

If the prizes are for titles, names, or the last line of 
a jingle (but please don’t do it!) be sure that your 
method of checking duplication is dependable and 
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The use of corrugated reshippers is nothing new. 
Considerable savings in both material costs and han- 
The 


| theory behind them is sound and, presumably, well 


dling charges have been effected by their use. 
known. Its application, however, has not always been 
| for the maximum benefit possible. 

| To avoid any possible misunderstanding, even at the 
risk of being tiresome, a short resume is not out of place. 
| Formerly, the typical procedure would be the purchase, 


| bottles, “‘packed in bulk.” That is to say, the bottles 
would be packed in any size crates or wooden cases, 
with corrugated paper or wadded newspaper inside, 
separating the bottles to prevent breakage. Corrugated 
shipping cases would be bought locally as needed. 
With the reshipper method, bottles are packed into 
the desired size corrugated cases direct from the temper- 
ing lehrs at the glass manufacturers and shipped to the 
buyer. The cases are unsealed, and, after filling, are 
used to reship the bottles to the buyer’s customers. As 


most glass companies maintain their own box plants, 
their cost for cases is usually less than the local cost. 
This, in addition to the elimination of the cost of the 
bulk crates with their necessary interior padding, ma- 
terially lowers the total cost of bottles and corrugates 
compared with the old method of purchase. There is 
nothing new about this and it has been used by ex- 
perienced glass buyers for many years. 

However, for a long time, I have seen incident after 
incident where reshippers were used but without 
achieving the proper results with the maximum savings. 
There are three main points to be considered in any 
scientific analysis of this means of cutting costs. 

In the first place, many packers are using corrugated 
cases which are heavier and more expensive than re- 
quired to carry their contents safely. Glass companies 
A SS aes 
A” case is complete with top and bottom pads and 


make reshippers of three types, 
The* 
side and end liners, and is the most expensive case of the 
three. The “B” case omits the top and bottom pads 
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and the “C” case is the box body only. 
tions come with any of the three styles of cases if 
desired. 

Rule 41 of the Consolidated Freight Classification 
governs the requirements of corrugated cases used in 
railroad shipments and a similar rule covers express 
packages. These rules have been adopted after years of 
practice and experience and, save in exceptional in- 
stances, it is unnecessary to use a better case than these 
rules specify. That is to say, if the rule calls for a “B” 
case of 175 Ib. Mullen test, it is usually a waste of 
money to use the more expensive “A” style case, 275 |b. 
test or even an “A” case of 175 Ib. test. 
actually happening time after time in many companies. 
Naturally, no set rule can be laid down, but if you are 


And yet this is 


using a case heavier and costlier than required by | 
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Rule 41, it will probably be worth 
your while to consider a cheaper case. 

The rule is specific and states very 
definitely the strength case, necessary 
inner works, etc. that are required for 
the safe shipment of various sizes and 
weights of bottles. It is a simple 
enough matter, with the aid of the 
rule book to determine the proper 
construction of the reshipper and then 
conduct your own tests to make sure 
it will carry your particular item 
safely. Then, check your results with 
the bottle salesman, who should be an 
expert, or by an inquiry at the Freight 
Classification office. Read the rules 





ADDITIONAL SAVINGS FROM 
RESHIPPERS 


By Joseph W. Kempfer 


carefully, though, as they are somewhat involved as far 
as wording goes. As a matter of fact, it is good policy 
for a purchasing agent to be familiar with these rules, 
as, naturally, he buys many cases other than reship- 
pers. Many instances will undoubtedly be found where 
the shippers are of costlier construction than is re- 
quired for safe carrying. Safety is an absolute neces- 
sity but, carried to a ridiculous extreme, becomes a 
definite waste and an unnecessary expense. 

The second point to analyze is: can the use of re- 
shippers be extended to other packages with the same 
resultant savings. Generally it can. Many companies 
use reshippers on only a portion of their glass require- 
ments. 

This is particularly true in cosmetic houses. Cream 
jars lend themselves equally as well to this method as 
bottles, yet the proportion of jars ordered in cases is 
much lower than bottles. The next time you order 
cream jars, check their cost in cases against the separate 
costs of jars in bulk packing and the same size cases 
bought locally. For example, on a four ounce cream 
jar, packed one dozen to a “B” style case, with parti- 
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NORWICH RENOVATES 


One half million dollars is being spent by the Norwich 
Pharmacal Company in one of the most extensive 
plant modernization programs ever undertaken by a 
large pharmaceutical company. The expressed purpose 
of the plan is to give the company, when the last 
machine has been wired up, one of the most efficient, 
flexible and sanitary plants in the entire industry. The 
Norwich Modernization Plan has been under careful 


study for the last fifteen months and the first phase of 


the work, having to do with the manufacture of pills 
and tablets and the packaging of the company’s liquid 
products, is being executed at the present moment as 
rapidly as machines can be designed and built. 

Not only are additional capacity and flexibility re- 
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Three successive Norwich plants 
are shown: lower left, the first 
plant; lower left opposite page, 
the plant occupied from 1892 
to 1904; and top of opposite 
page, the present plant which is 
being renovated. 





W. G. PECKHAM 


quired of the Modernization 
Plan, but underlying the 
whole project is the realiza- 
tion that in the next five 
years competition will be 
intensified, governmental 
restrictions are likely to be 





R. S. EATON 


more stringent and costs of material, labor and general 
business operations are certain to increase. Hence, the 
management proposes to have its plant in shape to face 
any condition that may arise. 

The manner in which this plan was handled is sig- 
nificant and is typical of the management methods 
which enabled Norwich to make steady progress in 
spite of the depression and which have been responsible 
for making the company such a powerful factor in the 
industry. In the first place none of the money is to be 
expended in new construction; the entire sum is to be 
devoted to the improvement of processes and equip- 
ment and the rearrangement of the entire plant. When 
the plan was first considered, the executive committee 
consisting of W. G. Peckham, president of the firm: 
R. 5. Eaton, general manager; Guy L. Marsters, vice 
president; and Dr. W. M. Stofer Medical Director, 
came to the conclusion that it would be sounder 
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economy to invest in improved methods and equip- 
ment, thereby securing the additional plant capacity 
and flexibility required by the steady expansion of the 
business, than it would be merely to construct addi- 
tional buildings as had been the case in the past. 

Like that of every other general pharmaceutical 
company, the plant of the Norwich Pharmacal Com- 
pany grew more or less like Topsy. In the early days of 
the company no one could have forseen the rapid ex- 
pansion of the company, in consequence of which, as 
new products were added, new departments were estab- 
lished wherever space was 
available for them,and when 
space was not available it 
was provided by adding ex- 
tensions to existing build- 
ings and by erecting new 
ones. Such a_ procedure 
followed the inevitable 
course. Similar depart- 
ments were located in va- 
rious parts of the plant 
and, in some cases, the op- 
erations of one specific de- 


partment had to be carried pr. W. M. STOFER, M.D. 
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on in various parts of the 
plant. From the fact that 
the plant now covers seven 
acres of ground, it is at 
once apparent that such de- 





GUY L. MARSTERS 


centralization must and did 
result in duplication of 
equipment and an excessive 
amount of re-handling. 

Fortunately, the various 
additions to the plant which 
were made from time to 
time consisted of substantial brick and concrete 
structures, which could easily be adapted to the 
purposes of the Modernization Plan. So as a first step, 
the executives of the company decided to integrate 
related functions and departments and a second step 
to improve methods and machinery. 

Accordingly H. A. Sumner, plant manager of the 
company, was instructed to take the steps necessary to 
put the decision of the management into effect. In 
Mr. Sumner was assisted by George Bengert, 


H. A. SUMNER 


this 
assistant superintendent, Leroy Copley, plant engineer, 
with Francis Chilson of New York, as consulting pro- 
duction engineer. 

To guide the men who were chosen to make the 
studies and who will be responsible for executing the 
work, Mr. Peckham set forth the following principles: 

Every change in production processes must have as 
its first objective all possible improvements in the 
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quality and appearance of the various products made 
by the company. 

Every change in equipment or methods must tend to 
strengthen the company’s traditionally rigid control of 
quality and must provide for the intensification of 
supervisory control. 

Every department, process and machine must be 
designed to meet maximum demands as to output, 
package changes and product changes, and general 
service of sales. 

The entire plant, when completed, must represent 
the highest attainable flexibility as to output speed and 
variety of packages and products it will have to produce. 

No process is to be continued merely because it repre- 
sents a traditional method of manufacture until ex- 
haustive study reveals that it cannot be improved. 

Considering the fact that the company makes four 
hundred and fifty products in addition to certain 
private label specialties, this represented a large order 
for the men charged with the execution of the work. 
In consequence, a year was devoted to a careful study 
of methods and processes before a coherent plan was 
presented to the management. In due course the plan 
was approved and is now being put into effect as rapidly 
as possible without disrupting production. 

As a first step all departments will be overhauled and 
integrated. Numerous new processes have been in- 
vestigated and tested. New types of equipment have 
been designed or purchased. Although it is too early 
to tell the story in its entirety, the new tablet and pill 
department, which is now being established already 
gives some idea of what the new plant will be like. 

Instead of several departments located in various 
parts of the plant, the new tablet and pill department 
is located on one spacious floor 60 feet wide and 160 
feet long. Although three months must elapse before 
it is completed, this department is already very im- 
pressive. 

Steel and glass partitions done in grey, white, and 
silver separate various subdivisions. The end of the 
building is finished off with a great, cathedral-like 
window made of glass brick. Everywhere there is an 
abundance of light, and fresh, filtered air. The ceiling 
of the department is heavily insulated. Air condition- 
ing equipment maintains correct temperature and 
humidity. Vast exhaust ducts connect with every 
machine to eliminate dust altogether. Spick and span 
in deep blue gray, the equipment stands with gleaming 
polished fittings. Polished stainless steel sinks and work 
tables, as well as overhead duct work, piping and wiring 
in bright aluminum, present a pleasant picture. As the 
visitor comes into the department he passes the 
formula room where uniformed laboratory workers 
carefully weigh out ingredients. When the lots of ma- 
terials are triple checked, they are placed on portable 
stainless steel tables and carried into the first depart- 
ment, where they are checked and mixed again. After 
the lots have been suitably prepared they pass through 
light or dark grinding rooms according to their color 
and from there directly into the compressing room. 
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Undoubtedly this is one of the lightest compressing 
rooms in the industry. Here the tablets are made and 
inspected. Following this, the tablets that are to be 
coated pass into the coating department; then to the 
polishing department. The polished tablets are given 
a final inspection before being conveyed to the pack- 
aging department. 

The layout of this department is in the form of a 
U. Once the material starts through the process it 
moves steadily forward from operation to operation 
until completed. 

When this department is completed we shall publish 
another article presenting in detail the methods fol- 
lowed therein. And we shall follow the development of 
the Norwich Modernization Plan as one phase after 
another is completed. We believe the program holds a 
lesson for management: and we know that the methods 
employed will interest production men. 


Contests: Some Whys and Hows 


(Continued from page 321) 


workable. Duplication will be overwhelming and iden- 
tical down to the same wrong spelling of the same 
words. 

State in your rules that letters must be in English, 
that “art work” is not acceptable, and that nothing 
will be returned. Otherwise you will have three extra 
jobs on your hands. You will also have at least one 
embroidered bed-spread, two doll’s houses, a banner 
with gilt tassels, a model for an electric sign, and at 
least one letter in a language which no learned linguist 
is able to identify let alone translate. 

Don’t forget releases if the names of the winners are 
to appear in any form of advertising. 

Answer all inquiries and provide for turning over to 
the Sales Manager all data of interest to the Sales De- 
partment. (Even if you have 150°% distribution some 
people will write in to say that they can’t find the 
product in any neighborhood store, and enclose money. ) 

And last, but hardest of all, if the contest is run in 
newspapers and periodicals, try to persuade the adver- 
tising department to have the rules printed in legible 
type. 
issted by courtesy of Lehn & Fink. 


Chemistry and Physiology of Vitamin C 


(Continued from page 320) 


large 400 cc. sample required for animal tests. In the 
biological method for determining vitamin C, guinea- 
pigs are fed a normal basal diet except for a deficiency 
of vitamin C, until symptoms of scurvy appear, where- 
upon the test sample is administered. The vitamin © 
potency of a substance may be expressed in terms of 
International vitamin C units, one of which corresponds 
to .05 milligrams of purified vitamin C (levo-ascorbic 
acid). One International vitamin C unit is equivalent 
to the daily dose sufficient to completely protect from 
scurvy a guinea-pig weighing from 250 to 300 grams. 
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WHAT BUYERS WANT 


BY EDITH THORNTON McLEOD* 


Buyers know the particular tastes of women in their 
localities and, therefore, must buy what their customers 
want. For example, only certain shades of nail polish 
will *‘go”’ in some sections, so it is futile for buyers to 
stock others. It is also a mistake for manufacturers to 
put out new items so rapidly that the older ones don’t 
have a chance to result in proper sales volume. Some- 
times it takes months before a woman will seek out a 
product she has heard or read about, and when she does 
so, and finds that a newer one has taken its place, she is 
naturally confused. The buyers want intelligent pre- 
sentation of an item with the local angle as well as the 
national angle played up. 

For example, in the Middle West the subject of “dry 
skins” is always apropos because climate and water 
make this a serious cosmetic problem. Make-up still 
remains a simple matter of face powder, lipstick, and 
rouge although women are becoming increasingly cos- 
metic-conscious. There is a tremendous interest in the 
Middle West in colognes. But, in general, the Middle 
*Promotion Specialist, Assoc. Merchandising Corp.; 

Associate Editor, TorLeT REQUISITES. 
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Westerner takes over a fashion and adapts it to her own 
ideas and doesn’t expect nor care to copy New Yorkers. 
Consequently, buyers must adapt their merchandise 
to suit the local temperament. 

In the South, it seems to me that no real cosmetic job 
has ever been done. In catering to the Southern women, 
it is important to bear in mind their rather informal way 
of living and also that they are not particularly fashion- 
conscious—perhaps because the Southern gentleman 
always declares a woman beautiful anyway. Southern 
women use lots of make-up but not in the most attrac- 
tive way. They are the white-powder consumers of the 
country which is typical of their lack of cosmetic 
modernizing. The manufacturer has almost virgin ter- 
ritory in the South which would prove most profitable 
if he went about it in an analytical way and if he 
appreciates the local conditions which govern tastes. 

In the far West, there seems to be more of a tendency 
to follow New York, especially in such cities as in San 
Francisco and Los Angeles. Also the Hollywood in- 
fluence is strongly felt. Here, too, there are climatic and 


(Continued on page 336) 
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Additional Savings From Reshippers 


(Continued from page 323) 


tions, the additional cost is 36c a gross or $30.00 M for 
the shippers, in lots of 1000 cases or more. This price 
also includes printing the shippers if desired. It is 
impossible to buy the equivalent case locally for so low 
a price. In addition to this, there is the very definite 
but incalculable saving caused by the elimination of 
handling the cases separately, storing them, setting 
them up, keeping track of their several parts when un- 
assembled, matching shippers to jars, etc. Where is the 
purchasing agent who does not know the nuisance and 
loss in handling shippers packed in bundles, with parti- 
lions in five or six pieces, uneven quantities of parts, 
torn bundles spilling all over the stock room floor? All 
this is done away with when jars come in cases. 

Careful observation and analysis will unquestionably 
show additional places for economy with reshippers. 
Even when jars and bottlers are packed in individual 
cartons, wrapped or unwrapped, they can be bought 
complete with cases. In this instance, the partitions 
are omitted from the cases which are made correspond- 
ingly smaller to fit the package as it will be shipped. At 
times I have found it cheaper to go as far as buying 
specially built cases with jars that were to be packed in 
combination set-up boxes. 

At this point, a natural question will arise in every 
reader's mind. “That's all very well with private mold 
items, but what about stock bottles?” Private molds 
are easy, of course. The bottles are made to fit your 
specifications and you can order any packing you wish. 
Stock bottles however, are apt to complicate the situa- 
tion, but even then, with enough forethought, a way 
around it can usually be worked out. 

Most popular stock bottles and jars are carried at the 
glass plants in from one to three sizes of reshippers. 
Very often one of the regular size packings will serve 
the purpose. If not, there is still another possibility 
open. Find out when your glass manufacturer is going 
to make the next run of the bottle you want. At that 
time, have him pack a quantity of them in cases built to 
your specification. If the quantity is at all reasonable, 
this can be done without extra charge. It requires a 
firm contract for that amount of glass but, with a regular 
item in your line, this should not be a handicap. If the 
glass company runs this particular bottle twice a year, 
order six months’ supply; three times a year, order four 
months’ supply, and so on. It has its drawbacks, of 
course, but it will usually be more economical than 
foregoing the advantages of reshippers entirely. 

A good rule to follow is: whenever you place an order 
for glass, check up to see if reshippers cannot be used to 
advantage and with economy. It takes a little extra 
trouble and it breaks the easy routine of placing orders 
“same as last’ but routine is never a safe procedure for 
a purchasing agent to follow. More waste in purchasing 
departments can be traced to routine habits than to 
almost any other cause. A prominent cosmetic house 
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last year, effected quite a considerable saving by putting 
as many of its cream jars into reshippers as was prac- 
ticable. 

At times the reshipping method can be applied to 
packages other than glass. I have, myself, applied it to 
tin cans, set-up paper boxes, etc. when occasion offered. 
No routine practice exists, however, with these con- 
tainers as it does with glass. Each instance must be 
worked out on its own merits. Even though, for just 
this reason, it is a more difficult problem, when the 
quantity is large enough, considerable savings may re- 
sult. It is an aspect rarely bothered with, but very 
often worth looking into. 

The third and most important point to watch in the 
entire practice of using reshippers is their size. Using 
too heavy a case, or nol using a case when you should 
will cause loss but it is insignificant compared to the 
loss caused by a case of the wrong size. 

This loss can run to a staggering and almost un- 
believable figure, far more than if no case at all were 
used. For this, the reason should be very obvious but 
unfortunately, in many cases, is absolutely overlooked. 
If your item is packed six dozen to a case and most of 
your orders call for less than six dozen, you are simply 
throwing money out of the window unnecessarily by 
using the larger case. This is what happens: you buy 
and pay for six dozen cases, you pay for the labor of 
packing the cases and then along comes an order for 
three dozen. Your stock clerk has to break open the 
case, take out three dozen bottles, and repack them for 
shipment, taking another and smaller shipper and 
usually wrapping each bottle in excelsior or corrugated 
paper. Then the original case is thrown out. If you 
don’t think this takes time and money, run a little test 
for yourself with a stopwatch. Note the time that’s 
wasted and the cost of the extra material used. To 
prove to you what an overwhelming amount this can 
total, here is an actual example that took place fairly 
recently and where I was requested to give the matter 
consideration. 

About a year ago the purchasing official of a large 
manufacturer noticed, on a tour of the shipping depart- 
ment, that the very thing cited above was happening. 
The order clerks were taking full reshipping cases from 
the shelves, breaking them open and repacking smaller 
amounts in other cases with excelsior to fill customers’ 
orders. The torn reshippers were then discarded. 

It looked stupid on the face of it to spend money for 
reshippers and then discard them and a few questions 
disclosed that this had been done for years and with 
most orders. More time was spent repacking mer- 
chandise than in filling the orders themselves. The pur- 
chasing agent was aghast at this terrific waste, and im- 
mediately commenced a thorough investigation. 

Obviously, if the packing units were too big, the first 
step was to determine the proper sizes of packages to 
match the sizes of customer orders. Every order 
shipped for the past three months was tabulated to find 
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which were the most frequently ordered quantities of 
each item. This was the crux of the whole situation and 
the results were amazing. 

When fully tabulated it was found that on many 
items only about five per cent. of the orders were of such 
a size that they could be filled with unbroken cases. On 
the balance of the orders, time and money was being 
spent in repacking. For example, three items, using the 
same | oz. bottle, were packed a gross to a case. The 
tabulation showed that over the three months period, 
not one order had been received for a gross of any of the 
three items. As a result, every case had been opened, 
the merchandise repacked and the cases destroyed. 
This was happening, it was found, on item after item. 

Let us follow one item through from beginning to end. 
On this particular item, packed six dozen to a case, the 
tabulation was as follows: 


PRODUCT X, 2 ounce size. Packed six dozen to a case. 


Size of Number of Number of Percentage of Pieces 
Orders Orders Pieces Shipped to Total 
14 doz. 31 93 my 4 
% 50 300 2.3 
1 589 7068 49.6 
P. 148 3552 24.9 
3 31 1116 €:8 
4 12 576 4.0 
6 fs 504 5 oD 
9 3 324 DB 
12 3 720 5.1 
876 14253 100.0 


Note that the percentage was figured on the number 
of pieces shipped and not the number of orders shipped. 
It was readily seen that the most frequently ordered 
amounts were one and two dozen. As this particular 
item was being packed six dozen to a case, only 8.6 per 
cent. (the six and twelve dozen orders) were shipped in 
unbroken packages, with the balance repacked. 

Here the shipping department was called in and time 
studies were made to determine just what it was costing 
the company to repack these and other similar bottles. 
It was found that although the cost of one dozen cases 
was 15c a gross more than six dozen, this additional 
material cost was less, by far, than the cost of repacking. 

By figuring the cost of repacking broken lots of 
various sizes and taking the average, it was found that 
repacking averaged 62c per gross. In figuring this 
average, it was borne in mind that unless scrupulous 
accuracy was used, very misleading figures would result. 
This was the method used: 100 gross was used as a 
basis to eliminate very small fractions. In 100 gross, it 
was necessary to repack 49.6 gross in one dozen cases. 
The cost of repacking one dozen therefore appeared 
twelve times for each gross or 12 x 49.6 which is 595.2. 
The cost of repacking two dozen was taken only six 
times for each gross or 6 x 24.9 which is 149.4. Each 
quantity was handled similarly. It can readily be seen 
that the ratio of 595.2 to 149.4 is different than 49.6 to 
24.9 and if the latter figure had been used, grave in- 
accuracies would have resulted. The cost of repacking 
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six and twelve dozen was, of course, zero. The total 
cost of 100 gross was then divided by 100 to obtain the 
average cost of one gross. An average figured in this 
manner is known as a weighted average, that is to say, 
each figure in the average is given its proper “weight” 
or value in proportion to the total. 

To get back after thus digressing, the total cost of re- 
packing a gross was found to be 62c per gross which 
meant a saving of 45c per gross when using one dozen 
instead of six dozen cases (the repacking cost was saved 
on only 97.2 per cent. as sizes under one dozen still had 
to be broken). The saving on two dozen packers, 
(where they could be used) was 50c per gross. It was 
therefore decided to purchase this bottle in future, half 
in one dozen and half in two dozen shippers at an aver- 
age saving of 474c per gross. From this figure there 
had to be deducted Ic because of the extra cost of the 
one and two dozen cases in shipping the six and twelve 
dozen orders which formerly had been shipped at the 
lower rate per gross. The effective saving was 46l4c 
per gross as closely and accurately as it could be cal- 
culated. 

The purchasing agent, haven bitten this deeply, went 
even further. This particular bottle was packed in a 
carton. Twelve cartons were placed in a plain white 
folding container for convenience in handling by the 
retailer. With the smaller size corrugates this container 
could be eliminated at an additional saving of 1.8¢ per 
container or 21.6c per gross. 

The total saved on this one item alone was 68c per 
gross with a yearly sale of about 1,200 gross or $816. 
This same method was followed throughout the line and 
the total savings ran far into the thousands. 

While the above instance may be, for many readers, 
an extreme case, nevertheless it brings home the fact 
that the blind use of reshippers may be even more costly 
than not using them at all. In this particular company 
the shipper sizes had been determined several years be- 
fore and had not been adjusted to meet changing busi- 
ness conditions. Occasionally the problem is reversed 
and the cases used are too small for the orders rather 
than too big. The principal of readjusting them is the 
same, although the loss will not run as big as when the 
cases are too large. 

Opportunities of this sort present a very fruitful field 
for the purchasing official to prove his value as more 
than an order placer. When going into this particular 
problem there are two points to watch very carefully; 
first, be sure and use weighted averages as explained 
above or else your results will be very misleading; 
second, the fact that two or more items are ordered tc- 
gether may add the complication of making any in- 
dividual shippers unnecessary on a portion of your ship- 
ments. However, knowing what to guard against, 
there should be no difficulty in working out your own 
problem accurately. It involves quite a lot of study 
and analysis, but surely it is worth while to plug leaks 
of this sort where the savings can be very substantial. 
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The LA CROSS “Trinket Pouchette’’ con- 
tains two colors of creme polish, polish re- 
mover and cuticle remover. 


TUSSY’S SKIN CONDITIONING KIT con- 
tains emulsified cleansing cream, almond 
cream and skin lotion—three items for a 
complexion comeback when tan is faded and 
lifeless. 


SUNCLYME HOUSE presents an introduc- 
tory package containing all four of its new 
all-liquid preparations, in this convenient 
white package with black trim. 


THE LOUANGEL CORP. offers “‘Clipper,’’ 
a brushless shaving cream stick which comes 
in both cream and stick form; ‘“Dent-Aspirin,”’ 
a tooth preparation in stick form, and “An- 
gelustre,”’ a shoe polish—perfumed. 


LUCRETIA VANDERBILT has placed on the 
market a wafer thin double compact with 
large mirror, spring lock top for loose pow- 
der compartment and refillable cake rouge in 
three shades. Powder and rouge puffs are 
also included. Compacts retail at ninety- 
eight cents, and rouge refills at twenty-five 
cents. 


MARIE OLLENDORFF presents “‘Chin- 
Chin,” an astringent lotion which aids in 
preventing and correcting double chin, sag- 
ging chin tissues, scrawny and crepy neck. 


A new vanity and lipstick set is presented by 
HARRIET HUBBARD AYER, with a design 
of graduated flutings. 


HERPICIDE HAIR TONIC and Shampoo are 
now being offered in an attractive combina- 
tion package which also includes a handy 
massage applicator as an additional sales in- 
centive. Photo courtesy Owens-lllinois 
Glass Company. 


WAMPOLE’S BON-SOL, an_ antiseptic 
solution prepared by Henry K. Wampole & 
Company is securely sealed with an Arm- 
strong Artmold Cap. 


RE-MU-VA, INC., is planning to market a 
new product—'‘Ru-Mu-Va,”" a remolding 
liniment, which by external application is 
designed to reduce or remold parts of the 
human body that are oversize because of 
excess fatty tissue. 


GOLDEN CLEANSING CREAM pre- 
sented by Daggett & Ramsdell will be on sale 
on October first, packed in an attractive 
cream color jar. 
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THE DAVIS STORE, Chicago, have at- 
tractively packaged their dental and shaving 
preparations. The designs on the tubes and 
cartons are especially pleasing. Products 
shown are: Brushless Shaving Cream, Lather- 
ing Shaving Cream, Mentholated Shaving 
Cream, Magnesia Tooth Paste, and Film 
Removing Tooth Paste. Photo courtesy New 
England Collapsible Tube Co. 


FERD. MULHENS, INC. (4711), presents 
4711" Rose Geranium Eau de Cologne. 
This completes the “4711°’ Rose Geranium 
line which also includes bath salts, toilet and 
bath soap, bath dusting powder and talcum. 


BARBARA BATES introduces a new kind of 
liquid polish to round out her “Basic Health- 
and-Beauty Manicure.”’ Barbara Bates Lub- 
ricant Polish Remover is a clear, cool-green 
liquid. 


CORDAY’S ENVELOPE COMPACT. is 
presented in a two-tone gold and platinum 
finish. Patented mechanism releases com- 
partments without the use of finger nails. 


As London turns to salute the coming of a 
new and gay season, the coronation, 
YARDLEY presents its newest perfume, 
“Bond Street.’” Original presentation bot- 
tles are available in 14, 1% and Q-oz. sizes. 
“Bond Street’’ is named from the famous 
London street, the location of the House of 
Yardley. Shipping date October 1st. 
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THE ELLIS DAVIDSON CO. presents the 
““Edco”’ Cameo Fragranceer and Fragrance 
set. 


From San Francisco comes news of a line of 
beauty preparations called “DOLEITH,”’ 
attractively packaged by Doleith Labora- 
tories, Inc. 


COLONIAL DAMES offers an attractive 
set consisting of Colonial Dames Beautifie-, 
all-purpose cream and powder, attractively 
packaged. 


BABY SKIN OIL is a product presented by 
Mary Imogene Shepherd, chief chemist and 
managing director of “The Powder Box,” 
Charles A. Stevens Co., Chicago. The 
product contains vitamins E and F, tending to 
revivify and youthify the skin, and perfected 
after extensive scientific research on 30,000 
individuals. 


DOROTHY GRAY'’S cylinder of glass is 
packed with bath salts in a new odor 
Forget-Me-Not. The bath salts are pale blue. 


This LADY LILLIAN manicure set is pre- 
sented in a morocco grain zipper case, 
attractive and compact. 
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brown morocco finish or royal blue swirl 
finish. Fully equipped. 


SEVENTEEN’S dusting powder box has 
been repackaged to fit in with the color 
scheme and design of the Seventeen line. 


MAYBELLINE recently brought out a cream 
mascara in an attractive water-proof zipper 
carrying case which also contains an eyelash 
brush. Photo courtesy New England Col- 
lapsible Tube Co. 


DELETTREZ is pioneering in the Treatment 
Individual. -There is an ensemble in small 
sizes of five essential items for each of the six 
most common types of skin. 


COLGATE-P ALMOLIV E-PEET COM- 
PANY have repackaged their well-known 
Colgate Lavender Smelling Salts in an 
emerald green bottle with a molded plastic 
cap also in green. Photo courtesy OQwens- 
Illinois Glass Company. 


THE CUTEX CLUB KIT comes in black or 


“TROPHEE,”’ a new perfume introduced by 
the House of D’Orsay, comes in a streamline 
bottle. 


ALKALOL’S bottle is topped with an 
aluminum Pilferproof seal attached to a 
locking ring by means of tiny metal bridges 
which snap loose when the cap is twisted. 


ARM-EEZ, a product of Oil City Labora- 
tories, Oil City, Pa., is attractively packaged 
and sealed with a mold plastic cap. Photo 
courtesy Armstrong Cork Products Co. 


KATHLEEN MARY QUINLAN’S “‘Freshen 
Up” kit can be had for dry or normal skin 
and also for oily skin. It is a compact, 
modernized, handy kit. 


PARFUMERIE ST. DENIS Perfume Corsage 
sets come in Gardenia, Old Fashioned 
Bouquet, Orchid, Violet. Large and small 
sizes—the perfume odor corresponds with 
the corsage. 


MERCK & COMPANY have adopted screw 
thread caps of molded plastic for metal pack- 
ages. The new caps and cans are used on 
boric acid as well as on other powdered 
drug products which heretofore have been 
packed in the familiar friction top can. 
Photo courtesy General Plastics. 
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SALICYL-DIASPORAL CREAM, a dan- 
druff remedy produced by the Doak Com- 
pany, Cleveland, is packaged in modern 
fashion, being topped off with a molded 
plastic jar cover. 


SIROIL LABORATORIES, Detroit, make 
their products tamper-proof by the use of a 
double shell cap and a cellulose band. 
Photo courtesy Armstrong Cork Products Co. 


AR. WINARICK, INC., New York, has 
produced an attractive gift set containing a 
bottle of Jeris Scalp Tonic, a bottle of Jeris 
Shampoo and a hair brush. Photo courtesy 
Owens-Illinois Glass Company. 


PARFUMERIE DE RAYMOND introduces a 
week-end case of red leather with three 
flacons of perfume. 


ALBERT SOAPS, LTD., Montreal, are using 
a new light-weight molded plastic package 
which can be firmly grasped even when the 
hands are soapy. The walls of the Ascot 
molded shaving cup flare slightly so that it is 
easier to grasp. Photo Courtesy General 
Plastics. 


DUBARRY DERMA-SEC FORMULA is a 
new product by Richard Hudnut—a dry- 
skin cream. 


OTIS CLAPP & SON are now packaging 
their suppositories, Olbtundobulbs, in a 
lustrous black molded plastic container. 
Both top and bottom of container contain 
sharply raised lettering, with the Otis Clapp 
coat of arms on the top. 


McKESSON & ROBBINS’ newest product 
is wheat germ oil, rich in vitamin E. Product 
is available in packages of fifty and 100 
capsules. 


THE BARBARA GOULD TRAVEL KIT is 
constructed of a fabric resembling leather; 
black, red, old ivory, white. 


LENTHERIC, too, appreciates the Chinese 
influence and offers ‘‘Shanghai,’’ a new fra- 
grance. “Shanghai” is fittingly presented in 
a flacon inspired by a bronze urn from a very 
early Chinese era. Square cut crystal 
handles on either side of the flacon accen- 
tuate its horizontal lines. Two gold cords 
slip through these handles and stretch across 
the cube that forms an over-cap for the 
ground glass stopper. The flacon sets on a 
goldtoned dais over a larger black-covered 
base. The box cover is a golden yellow 
accented on the lower edge with black, and 
with black lettering of the name inscribed 
across it. 


JOHN H. WOODBURY, INC., offer a 
new and novel lipstick and rouge container 
with special emphasis on smartness, beauty, 
and good taste, being big enough to give 
ample service, yet dainty and practical to 
carry. 
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British Co-op Problems 


With a growing interest in co-operative retailing 
organizations in this country and with groups of this 
kind making some progress in certain sections, it is 
interesting to study the problems and progress of this 
movement in England as outlined in a story by the 
United Press. The story says that “The big British 
co-operative movement, whose factories and retail 
shops had a turnover in 1934 of £337,000,000 ($1,689,- 
000,000) is thinking seriously of chanllenging Wool- 
worth’s in the low-priced chain store field. 

“One thing which bothers the leaders of this 100- 
year-old movement is the fact that the average member 
in 1934 purchased only £283¢ worth of goods through 
the societies. On the assumption that each member 
represents four consumers, this average is considered 
too low. 


“But at bottom this annual average of only £28374 
for each member raises a fundamental issue and one 
much discussed within the movement. That issue is 
known as the ‘high dividend policy.’ 

“When a British housewife is persuaded to join her 
local Co-operative Society, which she can usually do by 
an initial subscription of 25c, she begins to trade at the 
local ‘Co-op’ store. But she finds, under the 100-year- 
old rule of the British movement, that she pays at the 
‘Co-op’ the same prices she would pay at the other 
stores; there are no ‘bargains.’ The price she pays in- 
cludes the manufacturing and wholesale profit of the 
Co-operative Wholesale Society and the distributor's 
profit made by her local society. 

“But at the end of the year both these profits come 
back to her in the form of ‘dividends,’ based on the 
amount of her purchase. The Wholesale Society pays 
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Wholesale sales of cosmetics for the twelve month period ending July 1936 were equal to $143,968,000, as 
against $145,078,000 for the corresponding period ending with the previous month and $136,878,000 for the 


twelve months ended July 1935. These figures correspond to a decline of 0.7 per cent from the previous month 


and an increase of 5.2 per cent over the same month of 1935. 
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Continuing the unbroken upward trend of recent months, sales 
of toilet articles and drug sundries by department stores in the 
New York Federal Reserve District were 21.3 per cent. greater in 
July 1936 than in the same month of the previous year. The cor- 
responding adjusted index was equal to 104.9 for July 1936, 103.6 
for June 1936, and 95.2 for July 1935. 
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Sales of toilet articles and preparations by department stores 
in the Richmond Federal Reserve District continued to increase 
in July, averaging 2.7 per cent. over the same month of 1935. 
Sales in Washington were 7.6 per cent. better, but in Baltimore 
they were 2.2 per cent. less. The adjusted index for July 1936 
stood at 122.7 compared with 122.4 for the previous month and 
110.0 for July 1935. 
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Sales of toilet articles and drug sundries by department stores 
in the San Francisco Federal Reserve District were five per cent. 
greater for July 1936 than in the same month of the previous year. 
This figure for the whole district is the average of increases of 5.0 
per cent. for Los Angeles, 6.1 per cent. for San Francisco, and 
\2.5 per cent. for the Pacific Northwest. The adjusted index 
derived from these figures was equal to 108.2 for July 1936, com- 
paring with 107.9 for June, and 105.5 for July 1935. 
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to the local society a ‘dividend’ of 4d on every pound’s 
worth of goods which the society bought and, in ad- 
dition, a ‘dividend’ of 3d on every pound’s worth of 
goods bought which had been manufactured by the 
Wholesale Society. The local organization, in turn, cal- 
culates its own surplus, adds in the ‘dividends’ which 
it has received from the C. W. S., sets aside part for its 
reserves, and hands the entire balance back to members. 

“These ‘dividends’ vary greatly. Some local so- 
cieties in 1935 paid their members 10d on every pound’s 
worth of goods bought. Other societies paid as much as 
2s 6d, equal to 121% per cent. Thus,the householder who 
bought £2834 worth of goods received in the first in- 
stance a refund amounting to 287/4d, or £1 4s, while 
in the second instance she received £3 12s 1d. 

“This is known as the ‘high dividend policy.’ 

“In Sweden the co-operatives have thrown over- 
board the ‘high dividend policy; they aim to sell their 
goods to members as cheaply as possible at prices 
covering costs, a certain amount for reserves and, at 
the end of the year, pay a modest dividend never ex- 
ceeding 3 per cent. Thus the Swedish housewife who 
bought the equivalent of £2834 worth of goods from 
her local ‘co-operative’ would have bought them very 
cheaply, more cheaply than elsewhere, but her dividend 
at the end of the year would have been only around 17s. 

Theoretically, the English movement, by not openly 
cutting local prices, should avoid the hostility of the 
small local tradesman but in practice, the retail traders 
are aggressively and successfully fighting the English 
co-operatives.” 

The co-operatives in England are reported to have 
7,000,000 members in 1040 local societies. 


Dentists and Dentifrices 


A survey of western New York State by the General 
Outdoor Advertising Co. discloses the fact that 52 per 
cent of the dentists interviewed in that territory 
recommend particular brands of dentifrices. The 
average dentist, it seems, recommends about three 
brands of dentifrice. Sixteen different brands were 
mentioned, of which 60 per cent are advertised and 40 
per cent unadvertised. Brands recommended by dentists 
in order of their frequency of recommendation are as 
follows: Tpana, Calox, Pepsodent, Pycope, Ivis, 
Squibb’s, and fodent. 

Most of those who recommended brands said they 
did so “depending upon the condition of the gums and 
mouth’’, while others did so because it “‘cleanses best.”’ 

As to the relative merits of paste or powder, about 
50 per cent replied that they were equally effective, 
1014 per cent said that paste is better and 3914 per 
cent that powder is more effective. 

An interesting commentary was the fact that many 
of the dentists volunteered the opinion that dentifrice 
manufacturers were missing a bet by not stressing 


flavor, and several seemed impressed by the appeal of 
wintergreen. 
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Buyers of Advertised Brands 


Families receiving from $20 to $40 a week do the 
bulk of the buying of advertised merchandise, accord- 
ing to a study, “Buying Begins at $20” by the market 
research department of Modern Magazines. In that 
classification there are 11,393,677 families out of a 
total of 29,904,663, with expenditures of $5,651,000,000 
of a total of $17,045,000,000. 

National brands are not used particularly by families 
with an income under the $20 classification but start- 
ing with that group, fewer and fewer unadvertised 
brands are used. The average of families using “all 
other” brands than nationally advertised ones, is 
25.4 per cent for those under $20, 21.5 for the $20 to 
$39 group, 18.1 for the $40 to $59 bracket, 17.9 for the 
$60 to $79 classification and 16.9 for the $80 and over 
group. This indicates that the higher the income the 
greater the use of well-known brands. The study also 
showed that national manufacturers have a_ better 
chance to sell their products in large cities than in 
small towns. The lowest average use of ‘‘all other” 
brands, 18.4 per cent, was found in cities with a popu- 
lation of 500,000 and over, while the highest average, 
24.0 per cent, was found in cities with a population of 
less than 2,500. 


Quints, Inc. 


Quintuplet testimony has now been secured by 
Palmolive as the basis for its advertising campaign on 
soap. Says Dr. Dafoe, “At the birth of the Dionne 
quintuplets . . . they were bathed in olive oil. When the 
time arrived for soap and water baths, we selected 
Palmolive Soap exclusively for daily use .. .” 

This is the second company in this field to sign the 
Quints, Lehn & Fink having previously arranged to 
use their service. 


Fitch Germ Reward 


F. W. Fitch is offering a $1000 reward ‘“‘to the first 
person who can actually show them a dandruff germ 
and prove that the germ causes dandruff. This offer is 
open until January 1, 1937, to any layman, laboratory 
worker, research expert or scientific body.” 

Whether the dandruff causes the germ or the germ 
causes the dandruff, Fitch has undoubtedly hit upon a 
very interesting approach to consumer interest in its 
products. 


Business Opportunity 


A manufacturer with several cleverly named prod- 
ucts and with fair department store distribution on 
them is interested in selling an interest in his business, 
or in selling it outright, or in selling it on a royalty 
basis. Communications from those interested will be 
passed along to him. 
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What Buyers Want 


(Continued from page 327) 


social conditions that govern and determine cosmetic 
requirements of buyers and consumers. 

Most of the women of New England seem to be really 
conscious of skin care—once their confidence is gained, 
they easily become steady buyers. New Englanders 
insist on preparations which they feel accomplish some- 
thing definite. 

In addition to wanting merchandise that corresponds 
with local tastes, buyers also want well-trained toiletries 
salespeople. Training may be either by personal con- 
tact, such as through traveling representatives or by 
correspondence. Buyers are anxious to have this edu- 
cational work done on a more intensive scale. 

Next, buyers want the “newest” thing, but they want 
it promoted with glamour even though it be of a 
scientific nature. The scientific thing seems to be the 
latest trend of the cosmetic field, but we must all be 
careful to explain it to the customer thoroughly and 


correctly. 





Radio Contests 


Of 194 advertisers sponsoring 227 network programs 
over National Broadcasting Co. last year, 129 adver- 
tisers, or 66.4 per cent, used offers and contests, accord- 
ing to a report of the chain. Of this total, 116 adver- 
tisers sponsored 360 offers, while 54 advertisers spon- 
sored 85 contests. Cash was the most favored form of 
award, with 36 advertisers sponsoring 53 contests on a 
network basis giving this form of prize. 


Movie Advertisers 


Pepsodent is the latest to experiment with the movies 
as an advertising medium, using about 100 theatres in 
several cities on Pepsodent tooth powder.  Alka- 
Seltzer and Dr. West are others who have experimented 
with this medium with unannounced results. Some of 
the argument revolves about the question of whether 
you create good-will or ill-will interrupting the average 
movie-goer’s enjoyment of the featured program. 


Booklet Sampling 


Cosmetic manufacturers continue to make good use 
of their sampling devices by incorporating them into a 
booklet which tells a considerable sales story. It’s a 
particularly good stunt in introducing other members of 
the line. 


Colgate’s “Week” 


Colgate has decided that the way to increase toilet 
goods sales is to sponsor a Toilet Goods Week with 
special displays in the toilet goods sections. The dealer 
is given neon signs and posters announcing the event. 
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* Beautiful, appealing, distinctive—yet thoroughly practical packages — 
Continental packaging men are more than artists. They recognize the impor- 


tance of filling, shipping. store display. consumer convenience, and ecost.. That's 


why so many manufacturers have found Continental service to be helpfal. 
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Oh marching of seasoned troops is 


an inspiring sight. Precision and uniformity in every 
movement... the result of fine organization and patient, 
persistent practice. 

As with soldiers, the perfect uniformity of CCS Closures 
is the result of long experience and careful attention to 
detail. Every step in their manufacture has been studied 
and planned with the greatest care. From raw materials 
to finished product, nothing is left to chance. CCS Clo- 
sures can always be depended on for perfect uniformity 





in manufacture, in appearance and in the resulls they 


CCS FULL DOME, 
NO KNURL CT CAPS 


give in the sealing of every container. 


Improved thread and To be sure of perfect sealing for your product, specify 
pleasing skirt CCS Closures. Every capa perfect cap... and every cap alike. 


CROWN CORK AND SEAL COMPANY e BALTIMORE, MD. 
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HALKABING NUTES 


“Kobako” 


With the Chinese influence strong in makeup and 
fashions, Bourjois is introducing a new Oriental frag- 
rance in a typically Chinese container. ““Kobako,” is 
the name of the new perfume, which we are told is 
translated to mean “beautiful perfume container” in 
Chinese. The bottle is of frosted glass, and said to be a 
copy of an ancient Chinese perfume bottle. It is en- 
cased in an Oriental red embossed plastic box, which is 
a copy of a Chinese lacquered cabinet, with a black 
base, also plastic. Modern and ancient arts are com- 
bined to give a very happy result. 


Perfumed Rings 


History tells us that finger rings holding grains of dry 
perfume were used by ladies early in the 17th century. 
Perfume history like any other repeats itself, and we 
again have a handsome filigree ring on the market which 
is topped with a small pearl. Wonder of wonders—the 
pearl may be unscrewed and underneath is found a 
small account of cotton onto which perfume is dropped 
with an eye dropper. The pearl is then scrwed back 
on again and the perfume delicately permeates through 
the fine filigree of the ring. The ring is to be sold with 
the cotton saturated with a popular odor of the man- 
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ufacturer, and besides being a novel idea, makes an 
excellent way of introducing a new odor. This manu- 
facturer carried the idea further, and lipstick and com- 
pact, both with filigree ornaments containing cotton, 
may also be filled with perfume, so that milady’s per- 
fume may emanate from the ring, the lipstick and com- 
pact. Well, now that we've repeated history in the form 
of the perfume ring, how about the perfume necklace? | 


Market for Miniatures 


Last month we said we were fascinated with minia- 
ture perfume packages, and along come tiny replicas of 
attractive jars, powder boxes, bottles containing various 
beauty lotions to further intrigue us. One manufac- 
turer has an ensemble of these which are called intro- 
ductory sizes; another uses a compact kit of the small 
replicas as a weekend or hostess package. We are so 
taken with these tiny packages that we go along and in 
our mind’s eye visualize the various lovely packages on 
the market in miniature. They really do serve two 
purposes—as introductory sizes they are perfect, and 
should answer the gift problem where larger sizes are 
not convenient because of price. But besides the prac- 
tical angle, they are so fascinating in themselves that 
it would be difficult to resist them for any reason. 


€ 
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For Men 


Our constant plea for more products aimed directly 
at men purchasers seems to be rewarded. Bourjois is 
presenting a brand new line, packaged in a masculine 
manner, which is most appropriately named **Mans- 
field.” The packages including the tubes are made to 
look like simulated leather, which gives them a definite 
masculine appeal. 

Manufacturers who have put out a shaving bowl here 
and an after-shave lotion there,are doing a grand job of 
ensembling all the men’s grooming necessities in various 
attractive combinations and packages. A set that par- 
ticularly interested us was one that combined a shaving 
brush and shaving bowl with a pair of military brushes 


and a comb. 

Lentheric has added a new number to its fast growing 
men’s line, **The Three Musketeers,” a triangle of men’s 
eau de cologne, after-shave lotion and scalp stimulant, 
in three ounce triangular shaped flacons presented in a 
mannish band-box, decorated with “men at play” 
sketched in shaded crayon—men playing tennis, polo, 
and in formal attire—a mannish package, but also one 
that will no doubt catch the feminine eye as a gift item. 

Parfums Charbert didn’t attempt to bring out an 
entire line of men’s preparations, but started with only 
one item some time ago—an Eau de Cologne in a jaunty 
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Why Should 7 Push YOUR Product ? 


@ “Man, I’ve got nearly two thousand different prod- 
ucts in this store. Now you tell me why I should push 
yours. 

“Because it’s well advertised ? So are half the others. 
Because you're going to give me a nice display card? 
The storeroom’s full of em now. And I get plenty of 
free goods offers too. 

“Listen —I don’t care whose product I sell and I 
can’t see that yours is going to make me more money 
than anyone else’s. So— why should I push it?” 

Doesn’t this sound familiar? It’s an old story to 
your salesmen. 

But there’s a way to get around a dealer like this. 
Give your product such display value that he profits 
by keeping it out in plain sight. Give it a package 
that makes people ask about it, reach for it, buy it. 


W. C. RITCHIE AND COMPANY 


NEW YORK PHILADELPHIA DETROIT CINCINNATI 


Sept. ’36: 39, 3 


8847 BALTIMORE AVENUE 


LOS ANGELES 


He'll recognize the value of such a package, and he'll 
want to take advantage of it. 

A Package by Ritchie is a real talking point, real 
selling ammunition. For in a Package by Ritchie, 
dealers see a promise of consumer demand that means 
sales for them — and ¢hat means sales for you. 


WRITE FOR THIS BOOKLET 


It will give you a new appreciation of 
modern packaging ... and new ideas 


on point of sale merchandising. It dis- 





cusses clearly the developments and trends 


in package design. Describes the Ritchie 





organization in detail, and tells you how 


to make use of Ritchie’s unusual design- 





ing facilities. Send for your free copy. 


CHICAGO 


ST. LOUIS MINNEAPOLIS FT. WAYNE 
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flask. Evidently the possibilities of this market looked 
good because Parfums Charbert are now introducing 
an after-shave lotion, and a shaving cream will be 
announced very soon, with the possibility of a taleum 
to follow. 

Yardley, considered among the pioneers in men’s 
sets, has added five new holiday combinations to the 
line. The house has found a number of combinations 
such excellent holiday numbers during past seasons, 
that six have been retained in exactly the same com- 
binations and packages. 

Ferd Mulhens, also numbered among the old-timers, 
repackaged the men’s products last year and introduced 
the “4711 Sir Set,” which proved so popular that the 
same package will be featured this year. 

Pinaud also was among the first brave enough to 
cater to men only for many years. 


HINDS 


HONEY 


ALMOND 


CREAM 








OFTENING ee 
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Houbigant’s masculine “Fern” odor is carried out in 
smart combinations in the familiar fern package—and 
there are many others. We still insist there is room for 





more! 


Cologne Fizz 


One of the best of the high-priced novelties is a 
bottle humorously and exactly resembling a seltzer 
bottle, with a pressure top that ejects a sparkling 
cologne which bubbles like champagne when syphoned 
on to the skin. The miniature seltzer bottle is of thick 
emerald green glass with a black and gold label. Its 
syphon head is of green fold leaf, and it contains Par- 
fums Weil “Eau de Cologne Carbonique,” which is 
cologne said to be carbonated to give it an added qual- 
ity of stimulation. And the amusing part of it is that 
not only does this resemble a seltzer bottle, but it is sold 
on very much the same basis—that is, upon presenta- 
tion of an empty bottle,a new one may be purchased for 
$3.75, the original purchase having cost $6.75. 


Hinds Dispenser 


Hinds has adopted a dispenser top for the Honey & 
Almond Cream which is just about the best which has 
come along so far. It is a pump type, fabricated of 
metal and plastic, and reaches the consumer with a 
small band of transparent cellulose across the nozzle 
to prevent leakage before the package is opened. It 
works beautifully, just a couple of good downward 
pushes on the top and an ample supply is squirted into 
the palm of the other hand. 


Shampoos in Tubes 


Here are two of the first tubed shampoos we have 
seen. It seems like a logical step in packaging when you 
consider that dropped bottles under showers or on 
bathroom floors might lead to considerable trouble. Of 
course, many of those who package in bottles use a 
design calculated to minimize this and, naturally, when 
you use a bottled shampoo you are more than doubly 
careful. Despite all this, however, the tube would seem 
to be the logical packaging medium but although we 
have pointed this out several times during the past 
three or four years, these are the first tubed shampoos 


which have come to our attention. 
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FOR CORKING PERFORMANCE 





ORK is the supreme seal for most bottled products. 
In using cork closures, however, it is important to 
obtain corks that have been made from high-grade, live 


cork, and to have uniformity of quality and cut. 


Mundet knows cork, from seventy years experience as the 
producer of quality cork closures. By this knowledge 
and by complete control of its sources of supply, Mundet 
is able to maintain unusually high standards of excel- 


lence for its cork products. 


Whatever your cork problem, Mundet can supply the 
proper cork solution. The various styles shown on this 
page are only a few of many Mundet types in general use. 
These corks are offered in standard range of sizes and 


diameters, or may be made to special order. 


Write for further information or free samples. 


For complete information concerning Mundet 


Closures and closure service, writefor a freecopy 


of **Solutions to Closure Problems.** This is a 


16-page illustrated booklet describing types 


of closures for a wide variety of products. 


MUNDET CORK 


Styles illustrated above are: (1) Wedge cork, (2) Tap- C O R P O R A T O N 
ered cork, (3) Shell cork, punched to admit glass or 6 5 S ou t h 1 1 S . ree - B roo k | y n N Y 
, , . 7 


metal stopper, (4) Mushroom cork, (5) Tapered cork, (6) 


Specie cork for sealing dry products, (7) Wedge cork Offices and Warehouses in Principal Cities 
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FITTING THE USE 


You decide how you want your product to be used. We'll 
make the tube to fit. 

Any product, whether a lubricant, drug preparation or cos- 
metic, should be provided with a container which allows it 
to be easily and effectively applied. 


Standard Tubes provide, in one package, the most efficient 
container for applications. Made in such a variety of sizes 
and styles with various openings, Standard can supply the 
type to meet your requirements. 


Remember, the product easiest to use is the product easiest 
to sell. 


STANDARD SPECIALTY and TUBE CO. 


NEW BRIGHTON ; ; ; : : : . PENNSYLVANIA 
NEW YORK REPRESENTATIVE: H. T. Warren, Room 906, 331 Madison Avenue 














BOTTLES and JARS UP-TO-DATE DROPPER FITTINGS 


PATENTED NON-FRICTIONAL FIT 


@ A full line of bottles and jars always We can supply any special assembly wanted 
in stock for immediate delivery. 













@ Available in small or large quantities. 
Jars: Clear, Opal or Colored; in all 
standard sizes—any quantity from 
stock. 


@ Perfume bottles, standard moulds or 
special design. 


@ Lotion bottles—many very attractive 
designs for your immediate use. 


@ Bottles and jars with and without 


caps. Let us quote on any size order 
for any type of bottle or jar. 


HAGERTY BROS. & CO. 


10 PLATT ST., NEW YORK CITY 
































2200 2205 | 2210 2250 2220 





These five items have Bakelite caps (available in standard 
brown or black) . . . patented design rubber nipple 
furnished in any color. All caps and nipples may be ha 

with any style glass pipette shown, and in any size. 
Nos. 2200 and 2205 are safety ball and finish pipettes for 
eye use. The common straight or curve pointed pipettes are 
for nose drop and other uses. Write for samples and prices. 


GLASS PRODUCTS CO. 
GLASSWARE 
VINELAND @ NEW JERSEY 
ATLANTA. GA.: NEW YORK: CHICAGO. III.; 
Warren M. Curry L. A. Barber E. Marx & Co. 


2895 Peachtree St. 74 S. Portland Ave. 308 Washington St. 
Brooklyn, N. Y. 
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RIEGELINE 


TRANSPARENCY 


WITHOUT EXPENSE 








Riegeline is a newly developed 
product, combining the economy 
of ordinary glassine with the trans- 
parency of more expensive wraps. 
It twists well, works rapidly on 
any wrapping machine, and will not 
expand in wet weather or shrink 
to the splitting stage in dry weather. 


LIBERAL SAMPLES AND PRICES PROMPTLY FURNISHED 


RIEGEL PAPER Corp. 
342 Madison Avenue - New York 


ee 


IMPORTED 
FINE PERFUME BOTTLES 


and VIALS 
* 


As leading importers for over 12 years, we have 














a large display of stock models and special 


molds from the five major countries manufactur- 


ing fine perfume bottles and vials. 


Visit our display rooms, or let us show you at 
your office a selection to meet your requirements. 


* 
THE SUDBURY COMPANY 


309 Fifth Avenue, New York, N. Y. 





Three numbers from our large display of new, 
popular priced perfume bottles. 
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A SERVICE , 
FOR BUYERS OF 


fobljosille Sub 


N° container surpasses the collaps- 

Noise tube in safety, convenience 

and in the matchless beauty of brif- 
liant color combination. 


Where your product is a cream, 4 
cosmetic requiring a beautiful, well- 
designed container that will give in- 
dividuality and personality to your 
product, let our design department 
cooperate with you in developing a 
striking container. 


Our fifty years experience in the 
manufacture of collapsible tubes is 
cordially placed at your disposal. 


WHITE METAL MFG. CO. 
HOBOKEN, NEW JERSEY 


COLLAPSIBLE TUBES 
and, 
BOTTLE SPRINKLER 
TOPS 





Detroit Office: 
R. M. Stevenson 
506 Donovan Bldg. 


New York Office: 
F. L. Butz 


Chicago Office: 
Charles A. Rindell, Inc. 
64 West Randolph St. 


393 Seventh Ave. 
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NEW! 


Plastic Powder Boxes, Hinged Rouge Boxes 


Here's the news you've been waiting for. Molded plastic 
powder boxes—sleek, appealing and colorful—at prices 
competitive with the better paper boxes! 


Unusual construction makes it possible. Standard paper 
drums fit tightly into a molded base-ring—without cement. 
Filling and sealing bottom done in usual way. Cover 
slips snugly over top of drum. 


Any color in the rainbow, with trade-mark or design 
engraved in cover at small extra cost. Your powder will 
sell better in these new boxes. Write for samples. 


Hinged Cover Rouge Boxes 


More News! Standard plastic containers for cake or paste 
rouge or eye-shadow—with hinged covers. Smart, dis- 
tinctive and extra-convenient. No more unscrewing of 
covers. Take standard-size rouge cakes. Mirrors inside 
cover and plated metal band on top. Your trade-mark 
engraved on cover if desired. 


For s:mples and further information, write Norton Labor- 


atories, Incorporated, Lockport, N. Y. 
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DODGE 
4 


Designed to Guard the Integrity of the Contents 


A - APPLICATOR 


WITH — ADVANTAGE 


Tue NEW Dodge Applicator Closure combines the ad- 
vantages of all other type applicators. 

The glass rod is anchored in the special well of the 
molded plastic top. The cork base fits like a collar around 
the well, insuring an inseparable union between the cork 
and the molded top. 

The attractive molded top, supplied in a variety of colors, 
and the perfect seal of natural cork, make unnecessary any 
additional auxiliary seal. 

It is the quickest and easiest applicator closure to re- 
move and replace—a perfect seal and reseal. 

The glass rod can be easily manipulated in the bottle, 
and quickly removed, making it possible to use the last 
drop of the contents. 

This greatly improved applicator closure is new. Within 
a year we predict that it will be in general use by leading 
manufacturers. Perhaps your company should be among 
the first to adopt it. It would certainly be wise for you 

to write for a sample. DODGE CORK COM- 
efc}o PANY, INC., LANCASTER, PENNSYLVANIA. 


MOLDED FLANGE CORKS - MOLDED SCREW CAPS - MOLDED QA CAPS 
Sept. 36: 39, 3 
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U.S.1. ADS FEATURE CENTURY 
OF SERVICE BY WEBB & SON 


Pure Alcohol for Hospitals Featured 
Marking a century of service to hos- 
pitals by James A. Webb and Son, U. S. 
Industrial Alcohol Co. is publishing a 
series of twelve advertisements in ‘The 
Modern Hospital.’”’ The first, appearing 
in the September issue, illustrates the 
fact that “Hospitals Depended on Webb’s 
Alcohol Before Horsecars Plied Broad- 
way.” 





Before Horsecars Plied Broadway 
Hospitals De ne nded on Webb’s Alcohol 
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- \ U.S.P WEBB'S 


ONE HUNDRED YEARS OF SERVICE To NOSMTALS 






U.S. INOUSTRIAL ALCOHOL CO. 60 east 42n0 Stacer, New York Saxon Set 





The reproduction of an old wood en- 
graving shows the corner of Broadway 
and Canal Street in New York City as it 
appeared in 1835. ‘‘Webb’s Emporium 
of Light’”” may be seen on one corner. 
Webb’s alcohol, at that time, was used 
as a burning fluid for lighting, as well as 
for scientific and medical purposes. 

Established in 1835, the firm of James 
A. Webb and Son rapidly became the 
most important producer of high grade 
alcohol in the city. The distilling of a 
pure, uniform grade of alcohol was a 
secret of the Webb family for generation 
after generation. The Webb name con- 
noted a “standard of quality” to alcohol 
buyers, and the brand became the most 
widely known and used on the market. 

In 1915, the U. S. Industrial Alcohol 
Co. acquired James A. Webb and Son and 
the famous Webb brand of alcohol. Thus 
the vast technical knowledge of U.S.I. 
was benefited by the priceless eighty 
years’ experience of the Webb family in 
the making of highest quality alcohol. 

Today. Webb’s and U.S.I.-U.S.P. are 
the best known, widely used brands of 
alcohol. 


Keane Appointed Sales Manager 





Lee A. Keane has been promoted to 
General Sales Manager of the U. S. In- 
dustrial Alcohol Co., with offices in New 
York. Mr. Keane was formerly Manager 
of Western Sales divisions. His appoint- 


ment became effective August 15. 
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PHARMACEUTICAL AND COSMETIC INDUSTRIES RELY ON 
ALCOHOL AS AN INDISPENSABLE BASIC RAW MATERIAL 


Alcohol Serves Not Only in Manufacture of Ingredients but Also - 
as a Part of Finished Products 


In the drug and cosmetic industries, alcohal is an indispensable material. 








| Countless drugs and pharmaceuticals which give relief from pain and actually 


save lives could not be prepared without alcohol. In the cosmetic industry, 
* alcohol makes possible the manufacture 





-AUOHOL PIGES REVISED FOR. | sorts wea wn ma 


| ert T. Baldwin, ‘“‘Common Agency” for 


C.L. AND L.6.L. DELIVERIES | , Alcohol is indispensable in these in- 


_o_ dustries because it has multiple proper- 

New price schedules. affecting all | ties found in no other substance—and 
formulas of ethy! alcohol sold in carload numerous efforts to find substitutes have 
or |.c.1. quantities were announced by the | so far failed of fulfillment. The char- 
industry during the third week in Au- acteristics which make alcohol so useful 
gust. The new schedules, filed with Rob- are solvent power, volatility, antiseptic 
action and preservative quality. 


| the industry, are effective for delivery | The range of industries using alcohol 
| up to and including September 30, 1936.* | extends far beyond the drug and cos- 


| and Specially Denatured Alcohol remain 


| loads are priced at 6 cents per gallon over 


“| tities of one to eighteen drums, the dif- 


metic fields to include the paint and var- 
nish industry, explosives, tobacco, and 
many others, but alcohol is highest in the 
order of importance, in the drug and 
cosmetic fields. 
: How Alcohol Serves 
the tank-car base, nineteen drum lots at | For the drug and pharmaceutical in- 
8 cents over tank-car price, and for quan- | dustry, alcohol serves in three principal 
a ways: it acts as a solvent in the process 
ferential is 11 cents. Prices are f.o.b. of percolation of crude drugs, prepara- 
nearest producing point. tion of tinctures, etc.; it serves as raw 
A new schedule has been announced | material which furnishes the ethyl rad- 
for C. D. alcohol for anti-freeze pur- | jeal in chemical compounds, and acts as 
poses, the price being 34 cents per gallon an ingredient in medicinal and pro- 
in drum carloads delivered east of the prietary mixtures. In the manufacture 


Tank-car base prices for pure alcohol 


unchanged with the exception of S. D. 
No. 23-G,7 but the differential on drum 
deliveries has been revised. Drum car- 


| Rockies. To jobbers buying for resale | of some products, alcohol serves in more 
| in l.c.l. quantities, the price is 37 cents _ than one of the ways mentioned above. 


| per gallon, and for industrial accounts, Among the important products in 
the price is 40 cents per gallon in l.c.l. | medicine which are made with alcohol 
lots; both prices f.o.b. plant or ware- | are the well-known tinctures, bella- 
house. donna, digitalis, and pepsin. Insulin, 
*C. D. prices effective to April 15, 1937 for the treatment of diabetes, is prepared 


+Price S. D. No. 23-G in tank-car at sheaks 26¢ per gal. 


by extracting the glands of certain ani- 
The uses of industrial alcohol have mals with alcohol, and the administra- 
been charted by U.S.I. Copies are avail- tion of chaulmoogra oil for leprosy cases 


| able to those interested. (Continued on next page) 
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HUNDREDS OF WELL-KNOWN PHARMACEUTICAL and cosmetic products are made with 


U.S.I. alcohol, Here are illustrated a wide variety of materials, many bearing nationally famous 
| brand names. To obtain utmost purity and uniformity, manufacturers depend on U.S.I. alcohol. 


Prepared Monthly by the U, S. Industrial Alcohol Co. 
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EXCEPTIONS MADE IN ALCOHOL 
TAX IN STATE OF KENTUCKY 


The Hon. James W. Martin, Commis- 
sioner of Internal Revenue, who has been 
cooperating with the producers of indus- 
trial alcohol affected by the tax, has been 
instrumental in obtaining a ruling re- 
lieving hospitals, sanitariums, and other 
institutions from payment of the tax of 
$1.04 per gallon on alcohol sold in that 
state. 

The Law imposing this tax is an alco- 
holic beverage tax law, and should not 
apply to industrial alcohol. Industrial 
consumers would find it to their interest 
to promote legislation which would re- 
lieve industrial alcohol of the tax. 


DRUG AND COSMETIC INDUSTRIES 


(Continued from preceding page) 
is greatly facilitated by combining it 
with alcohol. The common antiseptic, 
tincture of iodine, is another “alcohol 
remedy.” 





Alcohol in Cosmetic Manufacture 


Alcohol is employed in manufacturing 
cosmetic products in much the same 
manner that it is used in the pharma- 
ceutical industry. It is equally important. 

The manufacture of perfumes is a 
large part of the cosmetic industry which 
could not exist without alcohol. Natural 
perfume essences are prepared with 
ether—an alcohol product. Even more 
important is the dissolving and diffusing 
action of alcohol; all natural and syn- 
thetic essential oils are dissolved and 
diluted in alcohol. The alcohol also dif- 
fuses the odor of the essences, and makes 
them apparent to the sense of smell. 

Alcohol enters into almost all of the 
other toilet requisites which serve to 
clean, comfort, or nourish the skin, or to 
enhance personal attractiveness. In some 
materials, alcohol is used in the manu- 
facture of one or more ingredients; in 
others, it is a necessary part of the fin- 
ished preparation. In the manufacture 
of beauty creams, for example, such 
materials as lanolin, cocoa butter, pet- 
roleum jelly, almond oil, tallow, glycerin, 
and beeswax are treated with alcohol as 
a solvent or diluent in some stage of the 
manufacturing process. Hair tonics, lo- 
tions, and toilet waters, as a rule, con- 
tain a large amount of alcohol in the 
finished form. In these latter products 
alcohol is ideal, for its antiseptic, solvent, 
soothing, and odor-diffusing properties 
are all utilized. 

For the medicinal and cosmetic indus- 
tries there are over fifty different for- 
mulas of Specially Denatured Alcohol. 
The specifications for each formula have 
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USES OF S.D. ALCOHOL STUDIED 
WITH VIEW OF REDUCING NUMBER 


The uses of Specially Denatured 
Alcohol are being studied by the dis- 
trict alcohol supervisors of the 
Treasury Department with the view 
of possibly reducing the number of 
formulas. 

Investigations have indicated that 
many of the present S.D. formulas 
are seldom used, and it may be that 
the number of formulas can be re- 
duced. It is reported that the survey 
will be completed in the early part of 
September. 




















been worked out by the Department of 
Internal Revenue, in cooperation with 
alcohol users. Since 1906, when S. D. 
alcohols were first authorized for sale 
without tax, the list has constantly in- 
creased to reach its present size, and 
changes are still being made to accom- 
modate the growing needs of this im- 
portant field. 


TAX OF 4% IMPOSED ON ALCOHOL 
DELIVERED 10 PENNA. BOARD 


A tax of 4% of the selling price of all 
distilled, rectified and blended spirits 
(including industrial alcohol) is now in 
effect in the State of Pennsylvania. Un- 
der the law in that State, all alcohol must 
be sold to the State Liquor Control 
Board, and at the time of delivery the 
tax must be paid. Distribution of alco- 
hol to consumers is made in accordance 
with regulations promulgated by the 
Board. 

This tax apparently attaches to all al- 
cohol delivered to the Board, whether or 
not it is for industrial or non-industrial 
use. However, the Department of Rev- 
enue has been asked for its opinion con- 
cerning the application of the tax. 

It is believed that it was not the intent 
of the legislature of the State to impose 
a tax on alcohol sold for use in hospitals 
and sanitariums and for other industrial 
and medicinal purposes. 


ALCOHOL FROM BEETS IN ITALY 


The first plant for direct distillation of 
industrial alcohol from sugar beets in 
Southern Italy started operating on May 
24 according to reports from Rome. The 
plant is in the Province of Salerno and 
has a capacity of approximately 6,000 
gallons per day. Beets grown on re- 
claimed land in the neighborhood will be 
utilized. 














TECHNICAL DEVELOPMENTS 

















The items in this column are gathered 
from many varied sources. Further infor- 
mation may be obtained by writing to U.S. 1. 


U S j 


Liquid rubber protective coating consisting of a 
latex compound has recently been placed on 
the market. It can be applied on the surface 
to be protected, or used to form a binding 
between the surface and a paper covering. 
It can also be applied on the outside of the 
paper covering. 
U S ! 


For protecting certain surfaces of work to be 
pack hardened, a new liquid material is be- 
ing produced. The liquid, applied by dipping 
or brushing, forms a copper plating which is 
said to keep the desired surfaces soft and will 
result in accurate division between hardened 
and soft areas. 
U 5 1 


Collapsible tubes which require no screw caps 
or other closures are now being manufac- 
tured. The neck of the tube is sealed by a slot- 
ted, flexible diaphragm. Pressure on the tube 
causes the slot to open and permits the con- 
tents to flow out smoothly. Releasing pres- 
sure allows the valve-like slot to close. It is 
claimed that materials packed in the new 
tubes will retain their original condition as 
long as they would in any other type of 
package. 
U S ! 


An adhesive tape solvent, which has a pleasant 
odor and is colorless and stainless, is being 
marketed. It is claimed that the new material 
tends to prevent reopening of sores or cuts. 
The solvent penetrates the tape and dissolves 
the adhesive. 

Uv S ! 


An electrically-operated marker for perma- 
nently marking glass, molded plastics, steel, 
pottery or fiber is on the market. The instru- 
ment is light in weight, easily controlled and 
can be handled like an ordinary pencil. 


U s ! 


Non-corrosive and non-toxic preparations for 
treatment of wounds are based on solid basic 
aluminum acetate. They are reported to be 
odorless, pure white in color, and practically 
insoluble in water. Minute quantities of alu- 
minum acetate are split off continuously, and 
slowly contact with secretions and tissues. 


U S ! 


Amaryllis, camellia, honeysuckle, magnolia and 
wallflower will be popular odors in the 1936 
Christmas perfumes, according to one au- 
thority. This expert further states that there 
is a definite trend toward floral odors this 
season which may continue for a few years 
when exotic blends will return to popularity. 





U.S. INDUSTRIAL ALCOHOL CO. 


WORLD’S LARGEST PRODUCERS OF INDUSTRIAL ALCOHOL 


SPECIALLY DENATURED-A// Formulas e 
SOLOX -The General Solvent « 


ETHYL ALCOHOL 


COMPLETELY DENATURED-A/l Formulas e 


ANHYDROUS: Denatured 


U.S.1. Pyro Brand DENATURED ALCOHOL 


PURE (190 PROOF) TAX PAID—TAX FREE 


U. S. L—U. S. P.-Ethyl ¢© WEBB’S-Ethy/ 


ABSOLUTE: Pure 
© SUPER PYRO Anti-Freeze 


Executive Offices: 60 East 42nd Street, New York, N.Y. Branches in all Principal Cities. 














Companies 


Merrell Building New Plant 
The Wm. S. Merrell Co., Cincinnati, is 
building a complete new plant near Read- 
ing, Ohio, which is expected to be ready 
for occupancy early in 1937. When com- 
. pleted and equipped the plant will be one 
of the most up-to-date pharmaceutical 
laboratories in the country, representing 





CHARLES G. MERRELL 


of over $800,000. The 
Merrell Co. is said to be the oldest pharma- 
ceutical the United 


an investment 


manufacturer in 


States, having recently completed its 
108th year in business under the con- 
tinuous management of the direct de- 
scendants of the founder, Dr. Wm. S. 
Merrell. 
Cowling Buys Gene Palmer 

The business of Gene Palmer, Ince., 


1038 West Venice Boulevard, Los Angeles, 
has been taken over by Donald S. Cowling. 
Mr. Cowling has for the past seven years 
been associated with Lucien Lelong, but 
resigned from that company August first 
to purchase the business of Gene Palmer. 
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Abbott Branch in Boston 

The 
office and depot in Boston was announced 
on September Ist by Abbott Laboratories, 
North Chicago, Ill. The new branch, lo- 
cated in the North Station Industrial 
Building, 150 Causeway St. will 
Boston and the surrounding New England 
area. 

William H. Scheigert has been trans- 


establishment of a new branch 


serve 


ferred from Indianapolis to take charge of 


the branch. Joseph E. Kernan, formerly 
district manager in the Pittsburgh area, 
has been transferred to this area as dis- 
trict manager in charge of sales activities. 
J. C. Wamberg, formerly district manager 
in Boston has been appointed assistant 
manager of Abbott’s Seattle branch. 


Colgate Appoints Peet 

Roy W. Peet has been appointed adver- 
tising manager of the Colgate-Palmolive- 
Peet Company, according to an announce- 
ment by E. H. Little, vice-president in 
Mr. Peet 
started his business career seventeen years 


charge of sales and advertising. 


ago as an employee of the old Peet Com- 
He sold the retail 


trade for five years, and in 1927 


pany in Kansas City. 
became 
affiliated with the Palmolive-Peet adver- 
He succeeds Ken R. 


Dyke after serving as his assistant for 


tising department. 


three years. 


No-Kap in Canada 

Capt. A. H. Church, vice-president of 
No-Kap Closures (U.S.A.) Ine., Provi- 
dence, has announced the formation of a 
Canadian company which will be known 
as No-Kap Closures (Canada) Ltd. The 
new company will control all manufac- 
turing rights on the No-Kap closures and 
will supply Canadian users of collapsible 
tubes with closures of 100% Canadian 
manufacture. 
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Puritan Representatives 

L. S. Page has joined Puritan Cosmetics, 
Inc., St. Louis, as Pacific Coast repre- 
sentative. J. G. Ayars, Jr., will travel the 
central western territory. Roy Holt is 
general sales manager. 


Germaine Monteil Changes 

Germaine Monteil Cosmetiques, New 
York, announces the appointment of 
Boris S. Kougoulsky as general business 





BORIS S. KOUGOULSKY 


manager. Mr. Kougoulsky was formerly 
connected with Houbigant. 

Miss Lylian Bell replaces W. Van Val- 
kenburgh as sales promotion manager. 
Miss Bell has recently returned from a 
three months’ trip through the country 
and reports a most optimistic outlook for 
Fall business. 


M.M.&R. Appoints Dean 


G. B. Dean has been appointed exclu- 
sive distributor for Magnus, Mabee & 
Reynard products on the Pacific coast. 
Mr. Dean, who has offices at 246-256 
Mission St., San Francisco, and 401 East 
3rd St., Los Angeles, is the Pacific coast 
representative for John Wyeth & Bro. 
of Philadelphia. 
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“boseEne Handsome double-shell 
CASEAL, with tin or 
Lith- 


aluminum liners 
sographed with individ- 
ual designs or in plain 





ACKAGE 


® There’s all the difference in the world between a package with the single function 
of containing the product and a Salespackage that helps sell the product. Years of 
experience with markets, alert interpretation of trends in public taste, harmony 
and coordination of every detail go into the creation of a real Salespackage. 

If you want to be sure that your package is a Salespackage, place your entire 
packaging problem in the hands of the Owens-Illinois Complete Packaging Service. 
Let it produce a label, cap and carton design that harmonizes with the Salescontainer. 

Owens-Illinois offices are located in all principal cities. Call the nearest one, and 
you have taken the step necessary to assure that your package will be a Salespackage. 
You have also assured yourself of prompt delivery service which is especially impor- 
tant in times like these when sudden requirements demand quick and reliable action. 
Depend upon Owens-Illinois all-ways. Owens-Illinois Giass Company, Toledo, Ohio. 


9 NS -ILLINOIS 
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The above photograph pictures the Yardley sales staf with their executive advisers, Cecil Smith, president; and Curtis Campaigne, vice 





president. Seated from left to right: Eric Williams, B. J. Carlin, William Griffen, Curtis Campaigne, Cecil Smith, Charles Normand, Irving 
Goodwin, Walter Hauk, J. Dawkins. Standing second row: S. Hart, Wm. Reidermeister, Walter Bell, Harold Hall, George Hattie, J. R. 
Tyson, C. LeRoux, Walter Walsh, Cambell Smith, David Stewart, Allen Laing, Herbert Vail, Ralph Hanmer, Wm. DeMott. Standing top 
row: Jameson Campaigne, Ogden Brouwer, H. Cotten, Morris Butler, Irving Potter, W/m. Turner, Walter Wells, F. Fitzgerald. 


Dow Consulting Service 

The Dow Chemical Co., Midland, 
Mich., has established a consulting en- 
gineering service with headquarters at 
204 Nickels Arcade, Ann Arbor. The 
division will not manufacture either raw 
materials or equipment and, although its 
activities will not be confined to Dow 
products, its operations will not be ex- 
tended into fields for which it is not fitted 
by the experience and training of the staff. 
The director of the service is Prof. W. L. 
Badger of the University of Michigan. 


Ciba to Build in Summit 

Ciba Pharmaceutical Products Inc., 
New York, has purchased a forty-four 
acre plot of land at Summit, N. J. Con- 
struction will begin very soon on a new 
factory which will occupy about seven 
acres. The factory will be so arranged that 
it can be enlarged as necessity arises. 


Laco Products 


Products, Inc., Baltimore, has 
been formed to carry on the business of 
Lockwood Brackett Co. of Boston. The 
will continue the manufacture 
and distribution of Laco olive oil, castile 


shampoo, and baby powder. 


Laco 


company 


House of Fairfax Formed 

Monroe B. Lukather, well known in 
national merchand’sing circles, has just 
established his own line of cosmetics under 
The 


manufacturing facilities have been opened 


the name of “House of Fairfax.” 


in Hollywood and the executive offices and 
showrooms in downtown Los Angeles. 
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Federal Pharmacal Formed 

The Federal Pharmacal Company, Inc., 
was organized July 1, with headquarters at 
12 West 21 st., New York, where the com- 
pany occupies the tenth floor. The com- 
pany will manufacture drug items under 
its corporate name, and cosmetics to be 
sold under the name of Page-Belvedere, 
Ltd. ‘“Ultra-Violatum”’ irridated petrol- 
eum jelly and mineral oil will also be pack- 
aged by the company. 

The officers of the company are Herbert 
W. Fisk, president, formerly with Golden 
M. M. 
McAuley, vice-president, for many years 
with Dolly Dimple Laboratories; Donald 
V. Marsh, secretary and treasurer, former- 
ly with Gulf Oil Corp. 

The company has bought the Dandee 


Peacock, Inc. for fifteen years; 


Manufacturing Company, Jackson, Miss., 
the plant now being operated under the 
direction of Mr. McAuley. 
will be directed from the New York head- 


All operations 


quarters. 


Mineral Oil Residues Offered 


S. Schwabacher & Co., Inc.. New York, 
is offering the following mineral oil residues 
Naphthenic Soap—E, water 
4-6%, ash 14-17%, mineral oil 34-38%, 
naphthenic acid 45-50°%, reaction alkali, 
specific gravity @ 15° C. 1.0, NaOH 0.7% 
Naphthenic Acid Sludge—0, water 4-6%, 
ash 1-39, mineral oil 45-50° 7, naphthenic 
acid 45-50%, acid, specific 
gravity @ 15° C. 1.0, acid content (based 
on SO3) 6°, acid number 80, flow point 
—20° F.; Naphthenic Acid Sludge—OM, 
water 2-3%, ash 0.4%, mineral oil 50%, 
naphthenic acid 45-50%, acid, 
specific gravity @ 15° C. 1.0, acid content 
(based on SO3) 6%, acid number 80. 


for sale: 


reaction 


reaction 


The Drug and Cosmetic Industry 


Brooks Joins Polak Frutal Wks. 


L. S. Brooks, formerly with California 
Fruit Exchange has been appointed sales 
representative for Polak’s Frutal Works, 
Inc., New York Mr. Brooks will cover 
the New England territory, New Jersey 
and the city o° Philadelphia 


“Re-Mu-Va" 

R. P. Lewis, formerly of Elizabeth 
Arden, London and New York, and of 
Imperial Salons. Ltd., is planning to 
market a new product—**Re-Mu-Va,”’ 
a remolding liniment, which by external 
application alone is designed to reduce or 
remold parts of the human body that are 
oversize because of excess fatty tissue. 

Mr. Lewis and his associates, L. Carol 
Pritchard and Wm. C. Thelen, are sub- 
mitting their product to severe clinical 
tests before attempting to market it. 





Continental Can Changes 

The Continental Can Co., New York, 
has-announced the following changes in 
personnel: S. J. Steel, formerly vice-presi- 
dent in charge of sales, and J. F. Hartlieb, 
vice-president, have been made executive 
vice-presidents. F. J. O’Brien, general 
manager of production, has been made 
vice-president in charge of manufacture 
and F. Gladden 
manager, has been made vice-president in 


Searle, general sales 
charge of sales. 


Napthole Names Boyd Sales Mgr. 

Richard Boyd has been appointed sales 
manager by Napthole, Inc., New York. 
He has been in the sales promotion di- 
vision of the Colgate-Palmolive-Peet Co., 
Jersey City, for almost five years. 
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Your product may have many 
thingsincommonwiththeKOALA 


The little Australian Teddy Bear (Koala) would 
be a pet the world over except for one thing—il can 
onlv live in Australia. Its entire diet is made up 
of the leaves and twigs of the variety of Eucalyptus 
Trees found in Australia. You, too, may find 
that Australian Eucalyptus, and only Australian 
Eucalyptus, is highly essential for vour product. 


Demand KOALA Brand 


ORBIS EUCALYPTOL C. P. 


GENU 
Although eucal 


research chemi 


INE AUSTRALIAN EUCALYPTUS BASE 


yptus is exported from Japan and other countries, our 
sts find that none has the unique medicinal benefits 


found only in the fine Australian varieties used in ORBIS Eucalyp- 


tus and ORBIS 


Eucalyptol. 


Eucalyptol (C.P.) has many other fine ingredients and refinements 


which make it 


the odds-on favorite of most of the leading manu- 


facturers and dispensers of nose and throat remedies 
You are cordially invited to visit our Newark, N. J., factory and see 


actual tests and gradings made. 


O 


Send for our new price list 


R B | 


PRODUCTS CORPORATION 


215 PEARL STREET, NEW YORK - FACTORY & LABORATORY, NEWARK, N. J. 


CHICAGO 
844 Rush St. 


PHILADELPHIA 
253 Bourse Bldg. 


BOSTON LOS ANGELES 
131 State Street 742 So. Hill St. 












Water Soluble Gums Waxes 


Thymol 
Aromatics 
Rice Starch 


Stearic Acid 
Essential Oils 
Zine Oxide French 


Cosmetic Raw Material Fruit Flavors i 
Oleo Resins Food Colors / 
Perfume Bases Quince Seed \ 


Olive Oil Irish Moss 
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New Abbott Vitamin Product 

A new vitamin product, OLADol, has 
just been announced by Abbott Labora- 
tories, North Chicago, Ill. According to 
the manufacturer, who has complete con- 
trol of production from the time the oil is 
extracted from the livers, through all re- 
fining processes to and including the final 
bio-assay. this product is a dependable 
and economical source of natural fish 
liver oils high in Vitamin A and D content. 


Penick Offering Vitamin Oils 

S. B. Penick & Co., New York, is now 
offering medicinal grades of halibut liver 
oil, natural vitamin D and fish liver oil 
concentrates in bulk form. Stocks are 
being maintained in both the New Jersey 
and Chicago plants to give prompt ship- 
ment when required. 


Beaute-Aide Labs. Formed 
The Beaute-Aide Laboratories, 308 
Kerr Building, Detroit, has been formed 
for the manufacture of ‘‘Beaute-Aide” 
cosmetics. The new company, which is 
headed by Charles E. Findlay and Bruce 
C. Davis, has taken over the beauty 
supply business of the Kasper Labora- 
- tories which will now restrict itself to the 
manufacture of mechanical equipment. 


Revson’s New Soap Color 

R. F. Revson Co., New York, has an- 
nounced the production of a new soap 
color which is designated as Soap Fast 
Scarlet G. It produces orange to fiery red 
colors in soap that are fast to light and 


alkali. 


Chrysons Joins C. C. A. 


Membership in the California Cosmetic 
Association has recently been granted to 
Chrysons Limited, 852 North La Brea 
Ave., Hollywood. W. C. Larrabee is presi- 
dent of the company and C. W. Smith is 
secretary and treasurer. 


Schering Exports More 


The annual report of the Schering- 
hahlbaum A. G., Berlin, Germany, for 
1935, shows that the company’s export 


sales were increased during the period in 
spite of the increasing difficulties facing 
German exporters. Exports of pharma- 
ceutical preparations showed a_consid- 
erable increase while the export volume in 
other chemicals could only be maintained 
through improved production methods. 
The net profits for the year 1935 were 
RM 2,760,381 as compared to RM 2,101,- 
000 for the year 1934. The report stated 
that the sales for the first five months of 
1936 were larger than they were during 
the same period last year. 
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Continental Buys Can Company 

The Wilkes-Barre Can Co., Wilkes- 
Barre, Pa., has been acquired by the Con- 
tinental Can Co. of Pennsylvania, a sub- 
sidiary of the Continental Can Co., Inc. 
The property includes a three story plant 
with a floor space of approximately 104,000 
square feet. 


Considers Cod Liver Oil Control 


Word has been received from Norway 
that serious consideration is being given 
to the prohibition of guarantees of vitamin 
of US.P. 
ments, according to Charles L. Huisking. 

During the past few years resentment 
has been growing in that country against 
the ever mounting figures demanded for 


potencies in excess require- 





CHARLES L. HUISKING 


potencies and the Norwegians resented 
particularly the debasement of the fine 
quality Lofoten, true, genuine Cod Liver 
Oil; through the admixture thereto of oils 
from other fish of the Cod family which, 
though in some instances of higher po- 
tency, not of the same high quality is 
represented by the true Lofoten oil so free 
as it is of odor and taste. It has been par- 
ticularly felt too that, with the adoption 
of the new International Standard which 
became official in the eleventh issue of the 
U. S. Pharmacopoeia adopted this year. 
these high potency claims as applied to 
Cod Liver Oil should be discarded. 

No definite action has as yet been taken 
but the feeling strongly prevails that some 
such drastic action shou'd evolve from the 
present discussions with a view of bring- 
ing Cod Liver Oil back to the common 
sense basis where the Norweg’ans believe 


it belongs. 


Fritzsche Moves in Phila. 

The Philadelphia branch of Fritzsche 
Bros. Inc., New York, has been moved to 
12 South 12th Street, that city. William 
F. Kiefer is manager of the branch. 


Petalskin Moves 

Petalskin Toiletries announces the re- 
moval of office and showroom to new and 
enlarged quarters at 67 West 44th Street, 
New York. The move was necessitated by 
increased business. 
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Bourjois Tax Appeal Denied 

A decision handed down by the United 
States Circuit Court of Appeals for the 
Second Circuit in New York City ruled 
that sales by Bourjois, Inc., to the Bour- 
jois Sales Corp. were “‘at less than the fair 
market price.” The decision, which up- 
held the previous ruling of Judge John 
Knight of the United States Circuit Court 
who heard the case in Buffalo, refused to 
order the United States government to 
return excise taxes paid by Bourjois Inc. 
It was decided by the Court that the tax 
on the products should not be based on 
the equivalent of commodities composed 
of similar ingredients but that the value 
of the trade names must be taken into con- 
sideration in arriving at a fair market 
price. 


Simpson on U. S. I. Board 
kenneth M. Simpson has been elected 
to fill a vacancy on the board of the U.S. 


Industrial Aleohol Co., New York. 


Penick’s Export Department 

S. B. Penick & Co., New York, has es- 
tablished department. 
Henry R. Webel has been made manager 
of the new department which was made 
from 


a special export 


necessary by increased business 
abroad. 


Kentucky Cosmetic Tax Invalid 


In the suit brought by Frank Miller, 
Louisville druggist, to determine the con- 
stitutionality of the Kentucky cosmetic 
tax, Judge William B. Ardery of the 
Franklin District Court has declared the 
tax unconstitutional. In his oral opinion he 
pointed out that a distinction existed be- 
the cosmetics tax clause and the 
In the case of 


tween 
other clauses in the bill. 
cosmetics, the tax is placed on receipts 
rather than on sales. 


Imogene Fouque Has Sandra 

Mrs. Imogene Fouque, who was former- 
ly associated with Sandra has now taken 
over its business and will operate 
2212 West 7th Street, Los Angeles. 


at 


Western Labs. Expands 

Western Research Laboratories has pur- 
chased the building at 1042-48 Santa Fe 
Drive, building will 
give the company double the amount of 
floor space which it formerly had. 


Denver. The new 


Kerston Appointed by P. & B. 


J. H. W. Kerston has been appointed 
sales promotion manager by Pfaltz & 
Bauer, Inc., New York. For many years 
he was advertising and sales promotion 
manager for Carl Zeiss, Inc., and more 
recently was European representative of 
McGraw-Hill Publishing Co. 
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HESE graceful “Wind Blown 
Roses” packages embody all 
the essentials of modern packaging. 
They sparkle with eye-appeal. They 
are unique in design. And they 
wear sure-sealing closures that are 
s»asy to remove and replace when 
the packages are in use. 
Armstrong’s Corks, which seal 
these dainty packages, preserve 
full perfume freshness and _fra- 
grance. Yet, a simple twist with the 
fingers removes or replaces them in 


the bottle. For additional protec- 
tion and a finishing touch of eye- 
appeal, both packages wear CEL- 
O-SEAL caps ... made by Du 
Pont and sold by Armstrong. The 








large-sized perfume bottle illus- 
trated above is sealed with an 
Armstrong’s Wedge-Top Cork — 
and the smaller bottle is sealed with 
an Armstrong’s Tapered Cork. 
Give your packages the added 
security and design harmony that 
can be obtained with Armstrong’s 
Corks. Write today, for full infor- 
mation, samples, and prices. Arm- 
strong Cork Products Com- 
pany, Closure Division, 913 
Arch Street, Lancaster, Pa. 





Armstrong’s CORKS 
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Armand Company to Appeal 

The Armand Co., will appeal to the 
United States Supreme Court from the 
third and latest decision of the Circuit 
Court of Appeals in New York which re- 
fused to void its earlier decree affirming 
the Federal Trade Commission’s order 
against the Armand Co. requiring it to 


desist from entering into contracts and 





CARL WEEKS 


agreements for the maintenance of resale 
prices on its products. The company’s 
petition and brief will be presented to the 
Supreme Court about October 1, 1936. 


~ The question which will be presented is 


whether the Federal Trade Commission 
may charge a conspiracy to restrain trade, 
fail to find the fact of conspiracy and 
nevertheless issue a cease and desist 
order proscribing simple agreements not 
the result of combination or conspiracy. 


Ritchie to Represent Mennen 

Harold F. Ritchie & Co., Ltd., Toronto, 
has been appointed Canadian distributor 
by the Mennen Co., Newark. Arrange- 
ments have been completed to have the 
Mennen line manufactured by J. C. Eno, 
Ltd., Toronto. 


Trade Literature 


“Story of Snowtex" Booklet 

T. Gostage Leek, New York, has issued 
the “Story of Snowtex” in a small booklet. 
Sections of the booklet are devoted to 
Consumer Research, Adhesion and Gen- 
eral Properties of Snowtex, and Scientific 
Coloring. There is another section which 
tells how Snowtex can be incorporated into 
formulas already in use. Copies are avail- 
able upon request. 


Riviera Products List 

Riviera Products Co., Chicago, has just 
issued a new price list and catalogue con- 
taining a complete list of materials of 
interest to cosmetic and drug manufac- 
turers. Copies are available upon request. 
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Merck ‘Home Hygiene” Booklet 


Merck & Co., New York, is distributing 


through retail druggists an interest ‘ng and 
useful booklet for the housewife, called, 
attractively 


“Home Hygiene.” It is 


printed in two colors and contains twenty- 


four pages of helpful information and illus- 
trations dealing with problems which 
daily confront the woman in the home. It 
discusses the advantages of sunlight, fresh 
air, soap and water, disnfectants, the 
control of annoying and destructive in- 
sects, first aid, the sickroom, the medicine 
cabinet, etc. In addition to recommend- 
ing the use of a number of Merck products, 
the booklet contains useful general infor- 
mation and points out the important 
service rendered by the fami y physician 
and the neighborhood druggist. 


Sonneborn Book on Cosmetics 

L. Sonneborn Son, New York, 
has issued a booklet called, ‘Petroleum 
The booklet 
which is illustrated by many attractive 
pen and ink drawings has sections devoted 


Inc., 


Products in Cosmetics.” 


to Cold Creams, Cleansing Creams, Van- 
ishing Creams, Special Creams, Liquid 
creams, Hair Preparations, Soapless Oil 
Shampoos, Make-up Preparation’, and 
Manicure Preparations. Copies are avyail- 


able upon request. 


Aluminum Closure Booklet 

The Aluminum Co. of America, Pitts- 
burgh, has issued a booklet describing 
recent developments in Alseco aluminum 
closures in the pharmaceutical and_re- 
lated fields. The booklet tells its story 
with a series of very attractive illustra- 
tions. Copies are available upon request. 


Final Golf Tournament 

The final golf tournament to be held by 
the Chemical Salesmen’s Association this 
year is scheduled for Pomonok Golf Club, 
Flushing, L. I., Tuesday, September 15. 
Low handicap golfers will compete for 
the championship cup awarded annually 
to the low gross scorer in the final tourna- 
ment. Other prizes will also be awarded 
as usual to winners in the low net and 
kickers’ handicap classes, with a special 
set of prizes being offered in the kickers’ 
group to be competed for by those who 
have played in three of the four summer 
tournaments. Dinner will be followed by a 
floor show and it is expected that as in 
previous years attendance will be swelled 
by many members who will come out for 
the evening end of the program. Reserva- 
tions should be made in advance with 
B. J. Gogarty, Commercial Solvents 
Corp., 230 Park Ave., New York. Those 
who fail to file scores prior to the day of 
the tournament will play from scratch in 
the handicap events. 
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Orem Tops Chemical Golfers 

The Chemical Salesmen’s Association 
held its third golf tournament of the 
season at Gedney Farms Golf Club, White 
Plains, N. Y., on August 11. The follow- 
ing were winners: Class A. Ist, E. A. 
Orem of E. [. duPont de Nemours & Co., 
2nd, F. H. Neuberg of Warner Chemical 
Co., 3rd, C. E. Kelly of Hagerty Bros.; 
Class B. Ist, R. A. Clark of J. T. Baker 
Chemical Co., 2nd, N. H. Fyffe of Oldburg 
Chemical Co., 3rd, C. O. Lind of Dow 
Chemical Co.; Kickers’ handicap, Ist, 
F. J. Lueders of George Lueders & Co., 
2nd, Robert Quinn of Mathieson Alkali 
Co., 3rd, W. D. Barry of Mallinckrodt 
Chemical Works; Guest Kickers’, Ist, 


H. S. Cottrell of Innis, Spieden & Co., 
2nd, Tom Major of Bakelite Corp.; 


Lowest putts, W. D. Merrill of Joseph 
Turner & Co. 


James Wins Chicago Golf 


The following are the prize winners at 
the winners of the golf tournament of the 
Chicago Drug and Chemical and Chicago 
Perfumery, Soap and Extract Associations 
held at the Glen Oak Country Club, 
August 18: Class A., Ist, J. T. James, 2nd, 
E. F. Smith, 3rd, F. E. Furst; Class B., 
Ist, H. A. Baumstark, 2nd, Ray Morris, 
3rd, W. H. Jelly; Class C., Ist, J. H. 
Helfrich, 2nd, R. C. Jennings, 3rd, [. E. 
Smith: Guest prizes, B. Markley and 
A. E. Sewell. 


N. Y. Drug Trade Exhibit 

The fifth annual drug trades exposition 
of the Drug Salesmen’s Association of 
New York, Inc., will be held at the Grand 
Central Palace, New York, during Na- 
tional Pharmacy Week, October 20, 21 
and 22. The exposition is being expanded 
this year to include the participation of 
physicians as well as proprietors of phar- 
macies and wholesalers in the field. Em- 
phasis will be placed on the close relations 
existing between the medical profession 


and pharmacy. 


People 


Balsley With Merle Norman 

Clyde Balsley, who is well known in the 
industry, and formerly president of 
Katherine McDonald of Ho!lywood, has 
recently been appointed general manager 
of the Merle Norman line and is located 
at their headquarters, 2529 Main St., 
Ocean Park, Calif. Mr. Balsley is a mem- 
ber of the Legislation Committee of the 
Toilet Goods Association and a member 
of the board of directors of the California 
Cosmetic Association. 
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Wulffleff Named Treasurer 

Announcement has been made_ that 
W. H. Wullffleff has been elected treasurer 
of American Home Products Corp., New 
York, to succeed the late John F. Murray. 
Mr. Wulffleff will be succeeded as secretary 
by Randall Hauman who was formerly 
assistant treasurer. 


Poses Abroad 


J. 1. Poses, vice-president and general 
manager of Parfums D’Orsay, sailed for 
the Continent on the SS Normandie 
August 19. He is visiting the executive 
offices of the company in Paris and will 
also visit England. New Spring items, 
merchandising and advertising plans will 
be developed while \I°. Poses is abroad. 


Pierre Harang to West Coast 

Pierre Harang, sales manager of Houbi- 
gant Sales Corp., New York, has gone to 
Los Angeles to be present at the opening 
there of the Houbigant World Perfume 
Exhibit. The exhibit, which is being pro- 
duced for the purpose of showing American 
women the romantic history, glamour, ap- 
peal and costliness of making fine per- 
fume, will be presented in key cities 
throughout the country. 


Kramer to West Coast 

Robert A. Kramer of the Th. Gold- 
schmidt Corp., New York, is at present 
on a trip to the west coast. While there he 
will make his headquarters at the Braun 
Corp., Los Angeles, which was recently ap- 
pointed Goldschmidt representative in that 
territory. In addition to calling on the 
trade in the far west, Mr. Kramer will also 
make several stops in the middle west to 
call upon customers there. He is expected 
to return to New York about the end of 
this month. 


Finney With Emulsion Products 

Thomas M. Finney has recently become 
afliliated with the Emulsion Products Co., 
3900 Avalon Boulevard, Los Angeles. His 
son, Dr. W. H. Finney, will also be asso- 
ciated with Mr. Finney in the new com- 
pany. 


Correction 

\ mistake was made in the caption 
under the picture on page 213 of our 
August issue. Instead of being a picture 
of Fred and Andre Firmenich, as the cap- 
tion indicated said, it is a picture of Andre 
Firmenich (right) and one of his assist- 
ants. 


Van Ameringen Gets Hole-in-One 

A. L. Van Ameringen, Van Ameringen- 
Haebler, Inc., New York, scored a hole- 
in-one on the 175 yard third hole at the 
Baltusrol Golf Club, Short Hills, N. J., 
late last month. 





Reilly Advanced by Colgate 

J. A. Reilly has been appointed assistant 
manager of the soap department of Col- 
gate-Palmolive-Peet, Jersey City. He was 


formerly eastern sales manager for Colgate 
Soap and has been with the company for 
twelve years, starting in the window dis- 
play department and later joining the 
sales department. 


Mrs. Rapport to Far East 

Mrs. Anne Kennedy Rapport of Hol- 
land-Rantos Co., New York, in this 
country, is now en route to the Philippines, 
China, Japan, Java, Sumatra, Ceylon, 
India and other intermediate points to 
call upon the distributors of Holland- 
Rantos Co. products. 


P. C. Magnus Appointed 

Percy C. Magnus of Magnus, Mabee & 
Reynard, Inc., New York, has been made 
a member of the board of directors of the 





P. C. MAGNUS 


New York Convention and Visitors Bu- 
reau. He will represent the New York 
Board of Trade, of which he is president, 
on the board. 


Courtois On Visit 


M. Emile Courtois, or twenty-seven 
years associated with VI. Lesquendieu in 
the development of the Parfumerie J. 
Lesquendieu in France, arrived in New 
York recently on the [le de France. 
M. Courtois will confer with Joseph Keho 
on the Fall plans of the Lesquendieu 


Tussy business. 


Gaston Taib Returns 

Gaston Taib, president of Gaston de 
Paris, New York, has returned from an 
extensive trip throughout the country 
during which he opened about thirty ac- 
counts in some of the better department 
stores in leading cities. 


Gilbert to Strong Cobb 


C. F. Gilbert, well known to the indus- 
try, has joined Strong Cobb & Co., Inc., 
Cleveland, Ohio. 
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Dan Nealon Says---- 


Mr. C. W. Slifer, formerly with 
the Dolly Dimple Co. of St. Louis, 
Missouri, is the new chemist and 
production manager at Golden 
Peacock, Inc. 


Nadinola’s Big Four celebrated 
the 8th of August (Emancipation 
Day to you) and got away from it 
all for two days in the Smoky 
Mountain National Park. Bill 
(Roche, Williams & Cunnyngham 
Williamson of Chicago did a fine 
job of keeping the boys on the 
straight and narrow path. The 
Commissioner caught the only fish. 
Wt. 3 pounds. Prize 75c. 


Mr. and Mrs. Mitch (Golden 
Peacock’s V. P.) Warren left on the 
18th for an extended motor trip 
through northern Michigan. 


After seeing a demonstrator work 
out on avocado cream in the local 
Woolworth store, Uncle  Zekiel, 
local sage, opined ‘“Them toilet 
company fellers is runnin’ riot’ in 
the vegetable patch.” 


W. C. (Pap) Luckey, N. T. Co.’s 
secretary, is getting back to nature 
at White Oak Creek. “‘Easy on the 
thump keg, Pap.” 


Carson Pitt, southern representa- 
tive of Arthur Henriksen & Co., is 
motoring to New York for a visit to 
the home office this week. 


G. D. Johnson, vice president of 
Merle Sears Paper Box Co., dropped 
in for his annual visit the other day. 


Evansville Container Corp.’s 
Frank Talbot is calling on the 
Southern trade this month. 


Jay C. Bruce, well known in the 
container and printing trade, is 
vice president and general manager 
of the newly formed— Modern Pack- 
ages, Inc., of Memphis, Tenn. 


Paris, Tenn. Sept. 2. 
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O THOSE manufacturers of pharmaceuticals who have won the confidence of the 

American public—firms whose trade marks have come to represent assets of 
known value, we address this question: 

Have you surrounded your trade mark with the full measure of insurance to 
which it is entitled? Is there any point in your manufacturing processes at which 
you have unknowingly been penny-wise and pound-foolish? 

© . + 
In the making of C. P. Chemicals, Baker was a pioneer of measured purity—the 
first manufacturer of laboratory chemicals with an exact analysis on the label. Thus 
the trade name “Baker’s Analyzed” was born. 

When Baker entered the Fine Chemicals field, they tackled the job of maintaining 
“measured purity” by the ton—for the benefit of manufacturers of pharmaceuticals 
and medicinal products. To exceed old standards of purity was the watch-word, 
and thirty years in the exacting work of making reagent chemicals enabled Baker 
chemists to achieve this goal. Today the list of outstanding manufacturers who 
have standardized on Baker's Fine Chemicals reads like a page from the Blue Book 





A partial list of Tonnage Fine 


of pharmaceutical manufacturing. Chemicals held under rigid 
* * ¥ control, at no price premium. 

To the end that the public shall have implicit faith in your trade mark, the house Aiea 

of Baker pledges its research and skill in fine chemical manufacturing. As a part of Potassium lodide 

your loyalty to the medical profession and to the public, we invite you to have a Magnesium Oxide 

talk about your Fine Chemical requirements with the Baker salesman. You will find Cream of Tartar 

. ‘ . . ° ° Bismuth Subcarbonate— 

him a worthy representative —a true reflection of the entire Baker organization. Sehednale Gaak dees Ga 

See him the next time he calls. Caustic Potash and Soda 


Sticks and Pellets 
Rochelle Salt 
Lead Acetate 


J.T. BAKER CHEMICAL CO., Phillipsburg, New Jersey 


NEW YORK PHILADELPHIA CHICAGO d 
420 Lexington Avenue 220 South [6th Street 624 South Michigan Blvd. Salicylates 


Baker’s fine chemicals 


for Pharmaceutical Manufacturers 





(Acetyl Salicylic Acid U. S. P.) 


ASPIRIN STARCH GRANULATIONS 
10%, 16% and 20% 
Also pink and green 10% 


AMMONIUM SALICYLATE U. S. P. 
CALCIUM SALICYLATE 

LITHIUM SALICYLATE N. F. 
MAGNESIUM SALICYLATE 
METHYL SALICYLATE U. S. P. 
POTASSIUM SALICYLATE 

SALOL U. S. P. 

SODIUM SALICYLATE U. S. P. 
STRONTIUM SALICYLATE N. F. 


SE Monsanto products 

with confidence. They 

have proved applicable in a 
variety of formulations. 





Monsanto Chemical Lompany 
St.Louis,U.S.A. 


NEW YORK . CHICAGO ° BOSTON 
CLEVELAND ° BIRMINGHAM . CHARLOTTE 
SAN FRANCISCO ° MONTREAL 
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Financial 


Abbott Earnings Increase 

The net income of Abbott Laboratories, 
North Chicago, Ill. for the six months 
ended June 30, 1936, was $677,570. This 
compares with $524,066 for the first half 
of 1935. 


Colgate Earnings Sharply Lower 

Net profit of Colgate-Palmolive-Peet 
Co., Jersey City, for the six months ended 
June 30 was $370,198, equal to $1.50 a 
share on the preferred stock after depre- 
ciation, federal income taxes, etc. This 
compares with a net profit of $1,924,810, 
or 61 cents a common share, in the first 
half of 1935. 


Coty Earnings Slight 

Coty, Inc. has reported for the six 
months ended June 30, a net loss after ex- 
penses, depreciation, federal income tax 
and provision for possible additional ex- 
cise tax of $7,925 compared with a net 
income of $406 in the first six months of 
1935. On July 27, the company was 
assessed $1,436,744 additional excise tax 
up to and including Oct. 31, 1935. This 
action justifies the provision for reserve 
for additional tax. 


Crown Cork Earns More 


Crown Cork and Seal Co., Inc., reports 
for six months ended June 30: Net profit 
after depreciation, interest, amortization, 
Federal income taxes and other charges, 
$1,036,552, equal, after dividend require- 
ments on $2.70 preferred stock, to $2.19 a 
share on 384,237 no-par common shares. 
No provision was made for Federal surtax 
on undistributed profits. Net profit year 
ago was $735,170, or $1.40 a share on 


common. 


McK. & R. Earnings Up 


Mehkesson & Robbins, Inc., Bridgeport, 
Conn., report a consolidated net profit of 
$1,250,703 for the first half of 1936 as 
compared with $789,826 for the first half 
of 1935. Net sales totaled $71,448,627, a 


gain of 12.9 per cent. 


Correction 

In the August issue a mistake was made 
in reporting on the earnings of Parke, 
Davis & Co. We compared $1,747,071, 
the net profits for the quarter ending 
June 30, 1936, with $4,059,765 which is 
the net profit for the first six months of 
this year. The net profit for the twelve 
months ending June 30, 1936 is $8,608,489 
as compared with $8,733,757 during the 
year ending June 30, 1935. 
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Mead Johnson Earns More 

Mead, Johnson & Co. has reported a 
profit of $681,599 for the six months ended 
June 30. This compared with $552,035 
for the same period last year. 


United Drug Earnings 

United Drug, Inc., and Subsidiaries re- 
port for the quarter ended June 30: Net 
operating income, $284,687, or 20 cents a 
share on 1,400,560 shares of capital stock 
outstanding. This compares with $131,- 
657, or 9 cents a share, for same period last 
year. Twelve months ended June 30: Net 
income, $2,667,872, or $1.90 a share on 
1,400,560 outstanding. Extraordinary in- 
come of $1,442,162, included, leaving 
operating earnings $1,225,710, or 87 cents 
a share. 


West Coast News 


Sterling Cosmetic Co. Expands 

The Sterling Cosmetic Co., headed by 
Lloyd Russell, formerly of 1300 W. Slauson 
Ave., Los Angeles, have acquired their own 
building at Slauson and Hoover; a two- 
story structure which will provide them 
with a much needed increase in floor 
space. This Company is one of the largest 
manufacturers in beauty and barber sup- 
plies on the coast. 


Finneys Form New Company 

Thomas M. Finney and Dr. William H. 
Finney, formerly of La Finney Ltd. of 
Hollywood, have organized a new specialty 
Company with headquarters on Avalon 
Blvd. Los Angeles. 


Trade-Mark Ownership 


A recent court decision handed down 
has finally established the fact that the 
name “Adele Millar” rightfully belongs to 
FE. R. Mansfield and the Ermco Sales Co. 
of Los Angeles. 


Smith Joins Florasynth 

Dr. Alexander Katz announces the ap- 
pointment of “Doc”? Ted Smith, formerly 
of the Martha Lorraine Laboratories of 
Los Angeles, as being in charge of the per- 
fume and essential oil sales to the Cosmetic 
trade for the Florasynth Laboratories. 


Schmidt Back from Hunt 

E. J. Schmidt of the Kay Cosmetic Co. 
of Hollywood, has returned from his an- 
nual deer hunting expedition. 


Albek After Fish 

Albert Albek of the Albek-Felton Or- 
ganization, together with Dr. R. M. 
Crane and two other Hollywood Sports- 
men is indulging in his favorite hobby 
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again, and is off on another extensive fish- 
ing trip in the lakes of the High Sierras. 
Due to the fact that Albek’s sidekick, Dr. 
“Scotty” Frascatti has been a_ globe- 
trotter during the past season, all the 
whoppers should be easily snagged. 


Remsberg Rests in Oregon 

Jack Remsberg of the Braun Corp. of 
Los Angeles is spending a few weeks rest- 
ing and forgetting in the wilds of Oregon. 
Mrs. Remsberg went along to help. 


Obituaries 


Philip |. Heuisler 

Philip I. Heuisler, president and chair- 
man of the executive committee of the 
Maryland Glass Corp., Baltimore, and 
chairman of the board of directors of the 
Emerson Drug Co., that city, died unex- 
pectedly August 17, at Franconia, N. H., 
where he was vacationing. He was sixty- 
five years old. 

He was a graduate of Loyola College 
and studied pharmacy at the University 
of Maryland and chemistry at Johns 
Hopkins University. He became asso- 
ciated with the late Captain Isaac E. 
Emerson about forty-six years ago in the 
early days of the Emerson Drug Co. At 
the death of Captain Emerson in 1931 he 
became president of the Emerson Drug 
Co., succeeding Joseph F. Hindes who 
succeeded Captain Emerson as chairman 
of the board. Upon the death of Mr. 
Hindes last October, Mr. Heuisler became 
chairman. 

In 1908 Captain Emerson organized the 
Maryland Glass Corp. and Mr. Heuisler 
was made president, a position which he 
held at the time of his death. He was also 
president and chairman of the executive 
committee of Bromo-Seltzer, Ltd., Tor- 
onto; chairman of the executive committee 
of the Emerson Hotel Co., and vice- 
president of the Citro Chemical Co., of 
Maywood, N. J. 

He was a former president of the Glass 
Container Assn. of America in which 
organization he was active for many years. 
He was also active in the Proprietary 
Assn., the Baltimore Drug Exchange and 
the American Pharmaceutical Assn. 

Mr. Heuisler is survived by his wife, the 
former Marie Hilda Gardiner; two sons, 
J. Stanley Heuisler, sales manager of the 
Emerson Drug Co. and Philip I. Heuis- 
ler, Jr., assistant treasurer of the Maryland 
Glass Corp.; seven daughters, Madame 
Heuisler a nun at the Sacred Heart 
Academy, St. Louis, Mrs. Edward A. 
McCormick, Mrs. George Hebner, Jr., 
Mrs. Harris Jones, Mrs. Charles M. Rich, 
Miss Katharine Heuisler, and Mrs. Heuis- 
ler Leach; a brother, William Heuisler, 
Philadelphia; a sister, Mrs. Francis E. 
Tormey, Baltimore, and fourteen grand- 
children. 
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the result of thorough research and painstaking laboratory 
technique . . . over 40 shades . . . will hold 
up in warm weather. A high quality product that builds a 
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Boris Presman 

Boris Presman, vice-president of the 
Santonine Co. of America, Inc., a sub- 
sidiary of Charles L. Huisking & Co., New 
York, died August 19 at the age of fifty- 
six. Mr. Presman, who was a native of 
Russia, came to the United States in 1915 
to act as representative and purchasing 
agent for I. Goldberg, St. Petersburg, 
Russia, the world sales agent for santonin 
and Russian botanical drugs. Later he 
acted as sole agent for the United States 
for the Eastern & Russian Trading Corp. 
until the U. S. S. R. set up its own sales 
and purchasing company in this country. 
When the Santonine Co. of America was 
formed, he joined the organization as 
vice-president. 


Lewis Vreeland 
Lewis Vreeland, in the employ of Dodge 
& Olcott Co., New York, for sixty-two 
years, died at his home in Freeport, L. L., 
on August 10 after a year’s illness. He 
was first employed by Dodge & Olcott{Co. 
in 1874 and remained active until a year 


ago. 


Dr. H. A. D. Jowett 

Dr. H. A. D. Jowett, manager of the 
Wellcome Chemical Works, Dartford, 
England, died August 10, at the age of 
sixty-six, as the result of injuries received 
in an automobile accident. Upon obtain- 
ing the degree of Doctor of Science at 
London University in 1896, he became a 
member of the staff of the Wellcome 
Chemical Research Laboratories. In 1906 
he was appointed to the position which he 
held at the time of his death. 


Jesse Emmett Wolfe 
Jesse Emmett Wolfe 

Buslee & Wolfe, Inc., 

August 8, at Los Angeles. 


of Neumann, 
Chicago, died 


George L. Leonhard 

George L. Leonhard, President of the 
Theodor Leonhard Wax Company, Inc., 
Haledon, N. J., died August 19 at Bay 
Shore, Long Island, N. Y. 


Hoge on Patman Law 

James F. Hoge, Counsel for the Pro- 
prietary Association, has issued to the 
members of the Association, a pamphlet 
entitled, ‘Suggestions on the Robinson- 
Patman Act.’ This pamphlet is a straight- 
forward, easily read discussion. We have 
extracted parts of it as follows: 

If the Act is enforced with sympathetic 
and intelligent regard to its purpose, the 
effect may be entirely wholesome and 
should not require drastic changes in the 
basic systems of distribution. 

Should it be construed as applied to 
every business practice within the letter of 
the Act, the results will be far reaching—so 
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far reaching they cannot be precisely fore- 
cast. They could, however, include de- 
centralization and relocation of industry, 
elimination of middle men, growth of pro- 
ducer, dealer, and consumer cooperative 
associations, extension of branch plant 
distribution, grade or quality labeling, in- 
creased cost to small buyers, or re-estab- 


lishment of an administrative agency 
similar to the late NRA. 
Things To Do 
Determine whether your practices are 
morally fair, just, and reasonable. It does 


not require a lawyer to do that. That is 
a thing you can do. Much of the difficulty 
about the Act has really been the difficulty 
of finding loopholes in it or ways to persist 
safely in continuing the effect of present 
practices. 

Regardless of the vagueness and ambig- 
uity of this statute, it is generally under- 
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stood that the basic purpose of it is to sup- 
press unfair and unjustified discrimina- 
tions in price (or in terms of sale affecting 
price) between large and small buyers. The 
purpose is to prohibit differentials in price 
that are not justified by differences in cost, 
and also to prohibit allowances, rebates, 
discounts, and other concessions that are 
either camouflage or are not made avail- 
able proportionately to large and small 
buyers. 

Admitting the imperfections of this 
statute and the possibility for “absurd 
consequences” through literal application, 
you may have considerable assurance if 
you square your practices with the basic 
purpose of the Act. 

Determine whether your practices con- 
stitute a discrimination. That is the first 
element in a violation of this law. 

If your practices constitute a discrimina- 
tion, then determine whether the dis- 
crimination is between customers who are 
in competition with each other, or whose 
customers are in competition with each 
other, or whether your customers are also 
customers of your competitors, and 
whether the effect of such discrimination 
may be substantially to lessen competition 
or tend to create a monopoly, or to injure, 
destroy, or prevent competition with you 
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or the customer who knowingly receives 
the benefit of the discrimination, or with 


customers of you or such person. This is 
the second element in a violation. A dis- 
crimination is not unlawful unless this 
second element is present. 

Determine whether the transaction in 
which the discrimination is practiced is in 
interstate commerce or constitutes a bur- 
den upon that commerce. In most cases, 
especially as affects large scale business, 
intrastate commerce will be difficult to 
determine. But it is a third, and neces- 
sary, element in a violation. The law does 
not apply in intrastate commerce. 

Consult your lawyer. Give him full de- 
tailed information on your system and 
practices of distribution. Even after de- 
termining that your practices are fair and 
just, it is possible, because of the ambig- 
uous and all-embracing nature of the Act, 
that you may be ensnared in innocent 
technical violations; that literal applica- 
tion may involve you in “absurd con- 
sequences.” 

Although you may have considerable 
assurance in avoiding the legal meshes if 
your practices are fair, and although gov- 
ernmental agencies may give the law a 
sensible construction, competitors and 
customers may assert a more technical 
position and sue you for damages. Also, 
one portion of the law is criminal in nature. 

Therefore, for greater assurance, you 
should canvass with your attorney every 
possible application of this Act to your 
business. One endeavoring to conform to 
the statute in good faith will necessarily 
meet legal problems. One finding it im- 
possible to conform to the statute in some 
of its applications and still conduct a 
profitable business must balance the legal 
risk of damages or fines possibly resulting 
from a violation as against the certain 
loss of profits or business from literal 
compliance. 

Study the Act yourself. It will give you 
a few headaches and you will find most of 
it difficult to understand, but so does 
everybody else. Notwithstanding, you 
should be familiar with the language of the 
Act and the purposes sought to be accom- 
plished, and thereby better prepared to 
consult your lawyer, to perceive possible 
applications of the Act to your practices, 
and to appreciate the responsibilities 
involved. 

Things Not To Do 

Do not rely on general advice, bulletins, 
writings, and trade gossip. These contain 
discussion and suggestions which at times 
are thought-provoking and usually worth- 
while. Study them. But, compliance by 
individual corporations or persons affected 
by this law cannot be formulated on gen- 
eral advice. You and your own individual 
attorney are the only ones who can chart 
your course. 

Do not disregard the law and the idea 
behind it. It is true that the law is uncer- 
tain, ambiguous, and susceptible of absurd 
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FOR TOILETRIES * COSMETICS ¢ PROPRIETARIES 


In literally hundreds of cases, Hopkins’ Foreign and Domestic Botanical Crude 
Drugs surpass in quality U.S. P., N. F. or Government requirements, usually 
by a substantial margin. Each article assures you 100% maximum, unadul- 
& terated strength, tested, true-to-name and quality. Our complete stocks in- 
clude every Domestic and Foreign Botanical Crude Drug for which there is a 
commercial demand—as well as prepared Specialties of a very high order and 


decided economy. 

















Deolated Almond HenasoapShampoo HOPKINS’ FACTOLAC 
Meal Indian Gum 
Balsam Tolu (Karaya) @ For the preparation of permanent o> oe 
Benzoin Gum Talcum emulsions of both fixed and volatile oils. Quality .is remembered 
Chalk (Precip.) Irish Moss : i 
Chinese Shavings Lavender Flowers Insures complete homogeneous mixture long after price is forgotten 
Cuttle Fish Bone Olibanum of oils and water without trituration or 
Gum Arabic Orris Root special apparatus. An ideal emulsifier. 
Cum Tragacanth etc., etc. 
HOPKINS’ NEUTRAL WHITE EGYPTIAN HENNA FREE ON REQUEST 
SOAP @ Consists solely of choice Egyptian SAMPLES, PRICES AND PRICE 
@ Powdered, granulated. Contains no leaves. Laboratory tested, absolutely LIST OF HOPKINS’ CRUDE 
soap bark, free alkali, free acid or heavy unadulterated. Milled on slow-stone BOTANICAL DRUGS AND LAB. 
metals. Totally free of rosin, sugar and grinders assuring intactness of full color- ORATORY BASIC SPECIALTIES. 
foreign matter. Snow white. ing content. Purely vegetable. 

















J.L.HOPKINS & COMPANY 220 Broadway NEW YORK 


...106,500 square feet 
of SUPERFINE BEESWAX!! 











Visit our plant and convince yourself that we do produce a 100% sun-bleached beeswax. Our 
facilities include 142 bleaching racks, each 150 x 5 feet, enabling us to produce 70,000 pounds 


of K. K. pure beeswax per month. 


@e SUN-BLEACHED AND YELLOW BEESWAX 


SA TVIL“LS 
KOSTER KEUNEN ¢29 93x 
NEW YORK 


IN THE MIDDLE WEST: WALTER H. JELLY & CO., Inc., 412-420 N. WESTERN AVENUE, CHICAGO, ILL. 
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constructions. But, the idea is quite 
clear, and the law is the result of the idea 
and of strong forces moving in support of 
it. It has come as the result of a pro- 
tracted so-called Chain Store Investiga- 
tion conducted by the Federal Trade Com- 
mission; as the result of long smouldering 
resentment by a multitude of independent 
or small dealers who have suffered under 
discriminatory practices that have fre- 
quently been flagrant; as the result of a 
growing recognition on the part of pro- 
ducers that discrimination is cancerously 
undermining good distribution. 

No one seriously denies the existence of 
unfair practices in distribution. No one 
seriously denies that business has either 
been unable, or unwilling, to eliminate 
them. Without praise for the form of the 
statute, there is praise for the idea behind 
it and strong probability that the idea will 
continue to have legislative expression. 

This statute should, and perhaps will, be 
clarified by subsequent sessions of Con- 
gress. Perhaps it will also be strengthened. 
Quite likely it is unconstitutional in some 
of its provisions, but that is something 
which will not be determined for a long 
while and then only on the facts presented 
in actual cases. One will not be heard to 
question its constitutionality until one 
stands to be injured by the application of 

it to him. 
Do not defer compliance with the law. 
It is reported that complaints already have 
been made to the Federal Trade Commis- 
sion. Private suits may be instituted at 
any time. Criminal prosecutions may be 
begun. Every violation, of course, cannot 
be acted upon at one time, but no one has 
any assurance that he may not be among 
the first. And, damages, which may be 
trebled and recovered in suits by persons 
injured by violation of the law, will cumu- 
late upon discriminations from and after 
June 19, 1936, the effective date of the 
Act. 

Do not attempt evasion and subterfuge. 
If you cannot bring all of your practices 
into literal conformity with the Act, it is 
better that you evolve new systems or 
methods of distribution, or that you meet 
a test of the law’s enforceability against 
you on a genuine case of actual facts and 
good intent. Subterfuge and evasion will 
be persuasive of “knowledge” of dis- 
crimination which is an element of a 
criminal violation. They will also support 
the charge that the discrimination injures, 
destroys or prevents competition, which is 
an element of the civil violations. 

Do not make representations, written or 
oral, that discounts, allowances, or services 
rendered a particular dealer are not dis- 
criminatory unless you are certain they are 
not and unless you desire to assume the 
full risk of their being discriminatory. 
Such a representation may relieve the one 
who receives the benefit of the discrimina- 
tion from any liability under the Act be- 


cause liability of the one who receives a 
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discrimination arises only when he know- 
ingly induces or receives it. 

An important provision of this law is the 
application of it to one who receives. 
Heretofore, the law has applied only to 
one who grants. It was recognized that 
many discriminations are induced by the 
buyer, and that frequently the seller 
granted the discrimination under compul- 
sion—or pressure. It not only is fair that 
the buyer who receives the benefit should 
share the liability, but it adds to the 
effectiveness of the statute and facilities 
the seller’s compliance with it. 

Whether so-called “zone prices’ —differ- 
ent prices for the same commodities in 
different zones—are affected by the Act 
raises a question of fact depending in each 
specific case upon whether the buyers in 
one zone are in competition with the buy- 
ers in the other zones. 

The giving of free goods is in effect a dis- 
count and is an unlawful discrimination 
unless it is justified on the basis of the dif- 
ference in the cost of selling the specified 
quantities with which free goods are 
allowed. Either manufacturer or whole- 
saler, or both, may be guilty of a violation 
on the same transaction because, among 
other reasons, both may be “‘party to, or 
assist in” or “induce” a discrimination 
prohibited by the Act. 

Bonuses, prizes, premiums, and P. M.’s 
should be discontinued. That seems to be 
the practical disposition of them. If not, 
then they must be made available ‘“‘on 
proportionately equal terms to all other 
customers competing in the distribution of 
such products or commodities.” 

If demonstrators are employed as regular 
employees of the seller and are sent into 
the trade, calling at different stores and in 
time getting around to all customers, the 
practice probably is not unlawful. Where, 
however, the seller contributes all, or part 
of, the salary of an employee of the buyer 
the practice is unlawful unless the same 
services are ‘‘accorded”’ all customers on 
proportionately equal terms. 

Subsection (e) which applies also uses 
the word “purchasers” instead of the word 
‘‘customers.”’ It is possible, but improb- 
able, that the word “purchasers” might 
be construed to apply to all who deal in the 
seller’s goods, and in that event would re- 
quire services on proportionately equal 
terms to all dealers whether or not they 
are customers of the seller. 

Allowances for cooperative advertising, 
store displays and other forms of service 
are among the chief discriminations ad- 
dressed by this law. Advertising service 
charges are mentioned specifically in the 
criminal section, so that one who persists 
in granting or receiving them has the 
added hazard of criminal prosecution. 
Under the criminal section such allow- 
ances must be available to all “competitors 
of the purchaser”’ in respect of a sale of 
goods of like grade, quality and quanlity. 
The use of the phrase “‘competitors of the 


purchaser” in the criminal section makes 
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possible a broad application of the law 
with respect to advertising service charges. 

Under the civil sections, the allowances 
must be available on ‘“‘proportionately 
equal terms’”’ to all ‘‘customers competing 
in the distribution of such products.’ The 
only safe way to handle such allowances is 
to make them available to all customers in 
equal proportion to the quantity pur- 
chased. And, if those receiving the allow- 
ance do not use it for the purpose for 
which it is granted they are guilty of hav- 
ing knowingly received an unlawful dis- 
crimination. 

Much discussion has arisen as to whether 
window display, cooperative advertising, 
counter display, and other forms of store 
advertising are completely outlawed by the 
Act unless offered to all customers 
whether the advertiser desires the service 
from all customers or would find it of 
value. 

The Act refers to such allowances being 
“in connection with the processing, hand- 
ling, sale, or offering for sale” of the ad- 
vertiser’s products. If that language ap- 
plies only to the contract of purchase then 
advertising contracted separately would 
not be subject to the Act so long, of course, 
as it is not a sublerfuge or evasion. If the 
language applies to more than the con- 
tract of sale and to the continuing fact of 
the advertiser’s goods being sold in the 
stores where the advertising appears, then 
it would seem to forbid any advertising 
arrangement with one’s customers unless 
the arrangement is available to all on pro- 
proportionately equal terms. 

There is, of course, a distinction be- 
tween purchasing advertising service from 
one who is your customer and from a bill- 
board company, newspaper, magazine, 
broadcasting company, or others who are 
not your customers. But, it is also true 
that store advertising has a value which 
bears no relation to the quantity of goods 
sold in the store. A store window on Times 
Square has an advertising value that has 
no relation whatever to the quantity of 
goods sold in that store. 

The Act seems to over-reach itself when 
it forbids the purchase of advertising serv- 
ice in such stores at a price commensurate 
with the value of the service and unrelated 
to the purchase by the stores of the adver- 
tiser’s goods. However, rank discrimina- 
tions have been effected through so-called 
advertising allowances or services and it 
may have been intended to prohibit en- 
tirely advertising relations between sellers 
and their customers. At least, the lan- 
guage of the Act is such that it can have 
just that effect, and one who tests the ap- 
plication of it in those situations does so 
with consequent risk. 

Consignment of goods under factor 
agreements is not thought to be a means of 
discrimination. The Supreme Court has 
held that such consignments when actually 
constituting the relationship of principal 
and agent do not violate the Anti-Trust 
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Any book reviewed in this section can be pur- 


chased direct from THE DRUG AND COSMETIC 
INDUSTRY at regular publisher's price. 


Essentials of Distribution, by Paul D. Converse, 
published by Prentice-Hall, Inc., New York, 588 
pages, $2.80. 

This volume attempts to condense and simplify the 
principles of market distribution for the use of students 
beginning the study of distribution and of persons 
engaged in business who want a comprehensive view of 
the field of distribution. 
distribution costs, distribution functions, distribution of 
selected commodities, the operations of various types of 
middlemen, and the principles of merchandising, sales- 
manship, sales management and advertising. The 
treatment of so many subjects in a single volume re- 
quires that each be discussed briefly, but enough ma- 
terial has been given to provide a clear picture of the 
ground covered. 


It contains a discussion of 


The Romance of Chemistry, by William Foster, 
Ph.D., D. Appleton-Century Company, New York, 
197 pages, price $3.00, Second Edition, illustrated. 
As indicated by the title, this book by Professor 

Foster, of Princeton University, is of a non-technical 
nature as it was written primarily for the layman. The 
current edition is brought abreast of the times through 
revision and the inclusion of new material on the struc- 
ture of matter, electrons, radium, vitamins, glandular 
secretions, rayon, petroleum products, heavy water, 
etc. It makes excellent general interest reading. 


How To Make More Sales, by Harry Simmons. 
Cloth, 156 pages, $2.00. Harper & Brothers, New 
York. 

Mr. Simmons is Eastern Sales Manager of the Heinn 
Company. His long experience in sales and advertising 
work with leading American companies entitles him to 
the reader’s undivided attention. The author wastes 
no words in setting forth, out of his own long experience, 
just the type of hints which have proved successful on 
such subjects as: getting prospects, building sales talks, 
answering sales objections, answering price objections, 
etc. 
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Lexicon der Kosmetischen Praxis, edited by R. 
Volk and F. Winter, published by Julias Springer, 
$32.00 bound. 


Following European ideas, the editors include under 
the heading of cosmetic practise not only the beauty 
treatments known to the trade, but also extensive sec- 
tions dealing with plastic surgery. In other words, the 
cosmetic field is properly made to include all procedures 
connected with beautifying. The discussion of plastic 
surgery need not concern us at great length. The sub- 
ject is covered fully, in complete detail, with illustra- 
tions, and should be valuable to the physician interested 
in the field. 


Vienna, 705 pages. 


The treatment of cosmetic preparations is very full, 
formulas and procedures being given under each of 
many separate headings. Selected at random, these 
include cold creams, glycerine creams, lanolin creams, 
nourishing creams, shaving creams, cleansing creams, 
In- 
dividual raw materials are fully discussed and mono- 


oxygen creams, stearate (vanishing) creams, etc. 


graphs on preservation cover the subject as applied to 
different types of materials. 

Much intelligent discussion of physiology (including 
particularly the structure and function of the skin) is 
included in separate articles. 

The arrangement is in the form of a series of mono- 
graphs, arranged alphabetically and adequately cross- 


referenced. In German. 


Theorie und Hilfsmittel des Dauerwellens (Theory 
and Practise of Permanent Wave), by Adolf Schnitz- 
ler, 41 pages, Verlag fur chemische Industrie H. 
Ziolkowsky, Augsburg. 

This pamphlet, in German, is a reprint of a series of 
articles appearing in the current volume of “Seifen- 
sieder-Zeitung.”” A quite complete theoretical discus- 
sion is supplemented by descriptions of permanent 
wave technique with formulas for the preparation of 
the various solutions used in the waving of hair. 
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Close-up of Stokes ‘‘BB-2" 
Rotary Tablet Machine ! 
operating in the Eli Lilly 
plant : 1 
( 
To meet the need for accurate tablets at high speeds, the Eli Lilly Com- During the past few years, our entire : 
pany installed the Stokes BB Press shown above. It is operating line has been redesigned to incorporate 
well above the rated capacity of 1200 tablets per minute. Accurate . ic gil . 
tablets at such speeds are possible only because this machine—and improvements which rellect our close I 
other Stokes models—have certain exclusive features. Among these are: association of over 40 years with the : 
s 
The Basic Design which includes an improved weight adjuster and simplified cams pharmaceutical field. Consider the u 
and provides for individually measuring and compressing each tablet. Without the ee 7 ; . k 
use of multiple punches, two tablets are separately formed by each pair of punches possibility of new machines to effect 0 
and dies with each revolution of the head. new economies in your production. " 
The Anti-Capping Device (patents pending) permits operation of machine at 2 ; . v 
higher speeds with standard granulations as well as with those which would otherwise Consult us on the equipment listed. p 
“cap.”’ This feature is becoming increasingly indispensable in compressing granula- Ack & r 
tions including acetanelid, amidopyrine and acetylsalicylic acid, which being pre- s or r 
pared by the pre-compressing method, usually contain excess “‘fines’’ or powder. New Folder is 
Other Features: Automatic Excess Pressure Release, Compact Motor Drive and ‘ P 
ig te apap : a 6 i he , 
[win Disc Clutch, completely housed working parts, stainless steel hoppers. Tablet Making Machinery P 
n 
; : - fc 
STOKES PHARMACEUTICAL EQUIPMENT te 
Tablet Making Machines Sifters and Mixers Tube and Jar Fillers Ointment Mills W 
Granulating Mixers Tablet Triturate Molds Powder Fillers Capsule Molds ti 
Oscillating Granulators Percolators and Extractors Jacketed Kettles Capsule Fillers o 
Coating and Polishing Pans Bottle Washers Emulsifiers Vacuum Stills 
Drying Closets Solvent Recovery Apparatus Suppository Molds Vacuum Dryers th 
Drug Mills Vacuum Pumps Lip Stick Molds Water Stills fa 
Ball and Jar Mills Special Machinery Compact Presses ~ 
ane - sale : fit 
SEND FOR CATALOG 

m: 
Pharmaceutical Equipment Since 1895 th: 
5932 Tabor Road, Olney P. O., Philadelphia, Pa. 23 
wh 
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VKUSUGTILIN F LIKLIM 


BY Aanein, Cher. 
PRODUCTION ENEINEER 


EFFERVESCENT TABLETS 


In making effervescent tablets consid- 
erable difficulty is experienced from stick- 
ing during the compression operation. 
This is due to the fact that the granulation 
can be lubricated only with a_ limited 
amount of a soluble lubricant boric acid 
usually—so as to ensure a clear solution 
with little or no residue when the table is 
dissolved. It would be a splendid thing if 
we could develop a completely tasteless 
powdered soap or saponine for this pur- 
pose, but so far as we know nothing like 
this is available yet. In order to minimize 
sticking it is the custom to use highly 
polished chromium plated punches and 
single punch presses. The reason for the 
single punch press being that when gran- 
ulation sticks to the punch the press may 
be stopped and the punch wiped off with- 
out putting a lot of other expensive 
punches and dies out of operation, as 
would be the case when a rotary is em- 
ployed. But there are exceptions to this 
rule as many formulae may be run on 
rotaries without the slightest difficulty. It 
is possible that neither single punch 
presses nor rotaries are best for this pur- 
pose because the construction of these 
machines allows only a very limited time 
for loading the die and compressing the 
tablet. A reciprocating platen press 
would, if properly designed, allow a longer 
time for fillmg the dies and a longer 
“dwell” under compression. We have felt 
that many of our difficulties are due to the 
fact we have attempted to fit the ma- 
terials to the design of the press instead of 
fitting the design of the press to the 
materials. 


DRY MIXING 

Another entry in the dry mixing field is 
that of Aurelio Tanzi Engineering Co., 
235 Fourth Avenue, New York City, 
which firm offers a revolving mixer for 
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powders. It is claimed that this mixer will 
thoroughly incorporate one half per cent. 
of any particular dry material in a batch 
of several ingredients of different specific 
gravities. The unit consists of a round 
cornered box mounted on a_ horizontal 
shaft in such a fashion that none of the 
sides of the mixer is parallell with the 
shaft. The effect of this tangential 
mounting is to throw the material to each 











TANZI POWDER MIXER 


of the sides of the box in turn, causing the 
batch to travel from one end of the mixer 
to the other. The batch is further sub- 
jected to violent mixing by the revolving 
mixing knives which are mounted in op- 
posite corners of the box. Judging from 
its construction, this mixer should be able 
to rub down zinc oxide and zinc stearate 
lumps, which usually remain unbroken in 
the customary type of tumbling mixer. 


PRE-COMPRESSING OR 
SLUGGING 


The last comment of the foregoing para- 
graph may well be applied to the general 
process of tablet making. A few years ago 
it was considered indispensable to dampen 
tablet masses and then granulate and dry 
them before attempting to make tablets. 
Then it was learned that the dry mixed 
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powder could be pre-compressed — or 
“slugged”’ and ground to the desired mesh 
for compression. This shortened the 
process considerably. To us it indicates 
that the time is not far distant when we 
shall be able to compress tablets directly 
from the mixed powder without any treat- 
ment other than mixing. We are fully 
aware of all the difficulties confronting 
any such method now. We know what 
will happen if you attempt to make tab- 
lets directly from powder with ordinary 
compressing equipment. We also are 
aware that the design of tablet equipment 
cannot allow sufficient time for the dies to 
fill properly with fine powder; nor suffi- 
cient time for the punches to dwell long 
enough to allow that internal adjustment 
which will prevent the capping or crumb- 
ling of the tablet after the powder has been 
compressed. But we have made tablets 
directly from powder, very slowly and 
clumsily of course, but with sufficient 
accuracy and strength to indicate that the 
economic application of the method is 
only a question of time, equipment design 
and adjustment of certain formulae. More- 
over, the slugging process has already 
shown that large tablets can be made on a 
rotary press directly from powder, and, 
even though such tablets are not accurate 
in weight and in spite of the fact that they 
tend to laminate, we are idealistic enough 
to believe that when a start in the proper 
direction has been made, it will ultimately 
be pushed to an effective conclusion. Give 
the dies time enough to be filled properly; 
give the punches time and pressure enough 
and the tablets will be accurate as to 
weight and uniformly strong enough not to 
crumble or cap. A suggestion of this kind 
may seem very far fetched to some of the 
old-timers but similar developments are 
taking place constantly in other fields of 
manufacture and there seems little reason 
to suppose that tablet compression has 
reached final perfection. The numerous 
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In line with the times, package goods 
manufacturers are now modernizing 
their packaging departments to improve 
production efficiency and lower costs... 
Most of these concerns are selecting our 
FA wrapping machine, because of its 
reasonable price, wide range of adjusta- 
bility for various sized packages, and its 
many modern features. 

These users of the FA are in many differ- 
ent industries—drug, candy, food, to- 
bacco, biscuit, soap, paper, etc.—which 
illustrates the machine's versatility. 
The FA is surprisingly simple in con- 
struction, considering its versatility, and 
it operates with astonishing smoothness. 
It is of the straight-through feed type— 
packages are fed wrapped and discharged 
through the machine in a straight line. 
Changes from one size package to an- 
other are quickly and easily made by 
simple adjustments and the substitu- 
tion of interchangeable parts. 


_PACKAGING DEPARTMENTS | 





o 


Uses practically any material 


Can be equipped to handle transparent 
cellulose, glassine waxed paper, foil, or 
paper wrappers. For printed material in 
roll form, electric eye registration is 
furnished—locates the printing accurate- 
ly on the package. 


Important Savings 


The FA offers you the opportunity of 
obtaining the utmost economy in labor, 
material costs and floor space, for an un- 
usually small investment. In fact it often 
pays for itself in a few months’ time. 
Modernize now for immediate savings— 
and include the FA in your plans. Write 
for detailed information. 


PACKAGE MACHINERY COMPANY 
SPRINGFIELD, MASS. 
NEW YORK e CHICAGO e CLEVELAND e LOS ANGELES 
MEXICO, D. F., Apartado 2303 
Melbourne, Australia: Baker Perkins, Pty., Ltd. 
Peterborough, England: Baker Perkins, Ltd. 


PACKAGE MACHINERY COMPANY 


Over 200 Million Packages per day are wrapped on our Machines 
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improvements in rotary presses in the last 
five years clearly is proof that equipment 
manufacturers are not unaware of the con- 
stant demand for better, simpler, faster 
equipment. 


SHADOWGRAPH 


The Shadowgraph is more than just 
another addition to the already numerous 
present day models of scales—it is a new 
principle in precision weighing. 

Over and Underweight scales of the past 
have followed tower construction with 
more or less intricate indicating mechan- 
ism, which often caused a parallax read- 
ing. This new principle eliminates all in- 
dicating mechanism and thereby reduces 


working parts by 30%. With the elimina- 





SHADOWGRAPH SCALE 


tion of all indicating mechanism, and the 
substitution of a simple shadow on the 
dial, a parallax reading is impossible. This 
scale, without a dial tower, lends itself to 
modern, present day design. 

As industry in general requires more 
accurate readings, longer travel on the dial 
for delicate weights becomes necessary. 
Meeting such requirements in many cases 
is much easier to talk about than to accom- 
plish. In many cases such scale construc- 
tion is possible, of course, but generally at 
the expense of speed of operation and 
limited capacity. While the Shadow- 
graph was working its way through ex- 
perimental stages, engineers kept demand 
for a longer travel on the dial in mind, and 
strove most diligently to reach the desired 
results without sacrifice to speed of opera- 
tion or capacity. These engineers hoped 
to overcome the age-old experience that 
delicate commercial weighing is necessarily 
a slow, time consuming operation. The 
fact that the new Shadowgraph is capable 
of registering 100% more travel per ounce 
of weight on the dial, at no sacrifice to 
speed of operation, is a tribute to the 
mechanical skill of these engineers. 

Nor has the constant struggle of meeting 
difficult weighing problems been over- 
looked. This new precision weighing 
equipment is completely self-contained. 
Severe dust conditions, flying materials 
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that heretofore lessened efficient scale 
operation, and grime and dirt in general 
do not affect the Shadowgraph. Working 
parts such as the balance ball, beam and 
poise, weights and weight rack are com- 
pletely enclosed, except for commodity or 
weighing platter. 

In many cases weighing equipment must 
be moved from place to place in the plant. 
Of course, it would be an ideal situation if 
all work benches were absolutely level. 
Unfortunately, this is not the case. In 
general, ordinary scales must be level be- 
fore the weighing operation takes place. 
The Shadowgraph may be moved from 
one operation to another without the 
troublesome levelling procedure. This 
new unit adheres to the long established 
EXACT WEIGHT SCALE principle of 
weighing out-of-level. No matter how 
rough or uneven work benches may be, 
this scale functions perfectly. All models 
are equipped with carrying handles for 
interchangeable operations. Noiseless in 
operation. No banging of metal against 
metal while Shadowgraph is at work. Rub- 
ber mountings eliminate noise and cut 
depreciation. 

Illumination of the dial is provided by 
standard auto lamp bulbs—any bayonet 
base double contact 21 or 12 candlepower 
—and can be easily replaced if the light 
source fails. The Shadowgraph is oil 
dashpot controlled for speed of operation. 
This scale is made by the Exact Weight 
Scale Co., Columbus, Ohio. 


TIME SWITCH 

Zenith Electric Co., 605 S. Dearborn St., 
Chicago, makes a very compact little time 
switch, otherwise known as an interval 
timer, which is very useful for controlling 


the operation of mixing and other process 
equipment. The switch is mounted in the 
power circuit and is equipped with a dial 
so that you can predetermine the time you 
want the equipment to stop or to start. 
It is much better to have one of these 
switches in a line than it is to depend upon 
the watchman to shut off a mixer when the 
proper time arrives. 


PLUNGER FILLER 

Filler Machine Company, Philadelphia, 
have made some remarkable improvements 
in their plunger type filler. They have 
succeeded in developing a practical wiping 
device, which ensures an accurate fill and 
permits the handling of heavier pastes than 
plunger type fillers usually will handle. All 
containers are filled from the bottom up. 
As a matter of fact they are over-filled to 
provide for variations in jar capacity. The 
surplus is wiped off by means of a revolving 
shaft having rubber wipers mounted on it 
at correct intervals. The cream or paste 
wiped off is collected in a trough and 
scooped back into the filling hopper from 
time to time. The jars are blown before 
passing under the filling mandrels. Stand- 
ard sixes have four, six and ten filling 
ports, giving capacities up to 135 per 
minute on ordinary size jars. In opera- 
tion jars are placed on the intake conveyor 
and are carried forward by a pusher bar. 
In the first station the jars are blown out; 
in the second they are elevated and filled; 
in the third wiped or “trimmed” as it is 
often called. This machine has been im- 
proved considerably since the first one we 
had occasion to install back in ’29. We 
neglected to mention that this company 
also makes a hand filler. 





PLUNGER TYPE FILLER 
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ABBE-LENART MIXERS 


Disperse --- Emulsify --- Grind 
Dissolve and Mix 


All in One Intensive Operation 
Effecting: 
3 to 5 Times Faster Production 


More Uniform Product 
Reduced Labor Costs 


Less Power Consumption 











Easy to Clean --- Less Floor Space --- Long Life 





For dispersing and grinding powders in hot or cold 
solutions; mixing 2 or more solids together with 
small percentage of moisture; homogeneous mixing 
: of viscous materials, even heavy pastes; dissolving 
i i through slits oat pie 3 : 
annOE Hine 96 Reetors 8 neutralizing; emulsifying. Successfully operated 
against stationary baffle cylinder, under pressure or vacuum. 

causing repeated spiral circulation 
and thorough mixing. Capacities 1 qt. 


to 330 gals. Built in any metal, plain ABBE ENGINEERING CO. 


Mills—Mixers—Cutters—Sifters—Pumps 


56 Church Street New York, N. Y. 


Branch Offices in Principal Cities 


Material is forced centrifugally by 








or jacketed. 

















New and Improved! 


We have no yearly models—but improvements and 
refinements are being constantly added to Colton 


machines. 
There are over five hundred Colton Rotaries in use. 


Superior design, sturdy construction and ease in 
operation have made this possible. | 


The No. 2 Rotary Tablet Machine has such desir- 
able features as positive pressure, eliminating varying | 
thicknesses of tablets; hardened steel gear drive, 


eliminating frequent replacement of worms used on 
other makes, and sliding upper punch holders, to hold 


the punches rigidly, enabling the manufacture of 
special shaped tablets most satisfactorily. 


Write for Catalogs. 


ARTHUR COLTON COMPANY 


2620 East Jefferson Ave. 





Detroit, Michigan \ 





No. 2 Rotary | 
Tablet Machine | 
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SPRAY DRYING 


Those of you who may contemplate the 
manufacture of powdered extracts will be 
interested in the Peebles Spray Dryer. 
This machine will take your percolate and 
reduce it to dry powder in one operation at 
a high rate of speed. The machine has 
been used for drying blood, gelatin, yeast, 
insecticides and similar products. We 
haven't full information on the construc- 
tion or operation of the unit yet so we can- 
not tell you now the temperatures at which 


Be 


it operates. The machine is made by 
Western Precipitation Co., 405 Lexington 


? Ave., New York City. 
LABEL PASTER 


Scientific Filter Co., 1 Union Sq., New 
York City offers a new hand operated 
label paster. The entire machine is simply 
constructed so that it can be taken apart 
quickly for cleaning. This machine ap- 
plies glue to the label surface in strips, the 
amount of glue being adjusted automati- 
cally by means of a scraper knife. It is 
claimed that this arrangement prevents 
curling of the label. It is said that ex- 
tremely light bodied glues may be used, 
that the machine will handle any kind of 
stock and the very smallest label sizes as 
well as the large ones. 


WATER WASTE 

The food industries are seriously study- 
ing the problem of waste water. It is a 
subject to which little attention is given in 
this trade because our operating costs are 
by no means as great proportions to sales 
price as they are in the food industry. But 
if taxes and social security legislation con- 
tinue to add to our manufacturing costs, 
we may soon be forced to look at every 
item of expense no matter how small it 
may be. A vast amount of water is 
wasted in every plant. Some plants utilize 
condenser water; others allow it to go into 
the sewer. Leaks in faucets, valves, pipe 
connections and toilets are ignored until 
repairs cannot be deferred any longer. 

Sewers should be used for removing 
waste products only. Your equipment 
should be piped to a tank in the basement 
so that all clean water can be used again. 
By having a cooling tower on the roof this 
water, even though it is warm, can be 
cooled again for cooling and condensing 
It can also be used from the 


[t can be piped 


purposes, 
tank for boiler feed water. 
to wash basins. Some plants, located in 
areas where water for drinking purposes 
must be purchased from city sources, are 
sinking deep wells on their property to 
obtain water 
boilers, etc. One prolific source of waste 


water lies in the use of a hose to wash 


for operating equipment, 


floors. This wastes a lot of water and 
fails to clean the floor adequately. Nothing 
beat the mop-and-pail method of 
cleaning a floor and for saving water. 


can 
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EMULSIFIER 


International Emulsifiers Inc., 666 Lake 
Shore Drive, Chicago, are introducing a 
big brother of the hand operated labora- 
tory homogenizer, which we described to 
you many months ago. This homogenizer 
sells for $120.00 and is motor driven, hav- 
ing a capacity from 10 to 15 gallons per 


hour depending upon the emulsion. It is 





BOWL TYPE HCMOGENIZER 


recommended for use in making all kinds 
of liquid emulsions and suspensions and 
also for ointments, creams and other ma- 
terials which can be pumped. The unit 
consists of a vertical stand holding a tin 
lined mixing bowl. From the bottom of 
this bowl project two adjustable homo- 
genizing heads. These heads form the cut- 
lets for twin plunger pumps mounted in- 
side the bowl and driven alternately by a 
rocker arm above the bowl. 
the machine you melt the ingredients, 
dump them into the bowl and mix. Then 
adjust the homogenizing heads and you 


To operate 


are all set to go. We haven’t had a chance 
to try this yet but have made arrange- 


ments to do so in the immediate future. 


SUMNER A.W.O.L. 


We just heard a darn good war-yarn 
which illustrates that it takes more than a 
world war to disturb the composture of a 
We had the 
story from a man who was in Howard 
Sumner’s regiment but not in the same 


seasoned production man. 


company. Howard, as you know, is plant 
manager of the Norwich Pharmacal Co. 
It seems one night there was a bit of very 
heavy shelling going on in that sector of 
the lines occupied by the 77th Division, 
and the chap from whom we got the story, 
was detailed on a scouting mission, so 
dangerous that he has been afflicted with 
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reverse ever since. He 
managed to carry out his orders and then 
left like a scared rabbit, scurrying along 
the ground on his belly. He tumbled into 
the first safe dugout he came to. Imagine 
his amazement when he discovered rocking 
back and forth in the only rocking chair in 
the front lines, contentedly reading the 


hemmorhages 


remnants of an old newspaper in the light 
of a candle stuck into the neck of a bottle, 
none other than “Bishop” Sumner! 

“Come: im,” 
“Come in and shut the door!”’ 

That’s the story just as we had it from 
our informant. But to us the picture is not 
complete. There should 
another bottle on the table, a stack of 
official papers, a telephone book, and the 
newspaper should have been in Russian. 


MOTOR-DRIVEN DRUG MILL 

A self-contained direct 
cone type drug mill which is rugged, com- 
pact, easily cleaned and designed to be 
mounted on rollers has recently been de- 
veloped by the F. J. Stokes Machine Com- 
pany. The 34 H. P. motor is housed in the 


says Sumner cordially, 


have’ been 


motor-driven 


base and is protected from the material 
being ground. The mill is used for grind- 
ing dried tablet masses preparatory to 
compressing, particularly extracts and 
other mixtures which are too sticky or too 
hard to granulate through a screen, as well 
as for bark, chemical crystals and roots. 
It is also used for breaking up large com- 
pressed slugs to produce granular material 
for recompression. 

The mill is low enough to facilitate 


charging and requires very little floor 
space. A single, simple adjustment regu- 


lates the fineness of the material. The 
capacity varies according to the type of 
material and fineness of the grind. Equip- 
ment includes oilless bearings. 


CAN FILLER 

One of the boys has written in asking 
the address of the outfit which make the 
can fillers discussed in this department 
some time ago. It is the Crandall Can 
Filler Machine Co., 1391 Niagara, Buffalo, 
N. Y. This company specializes in liquid 


fillers for cans especially of larger sizes. 


MARKING TOOL 
A good many plants have for deprecia- 


tion and accounting part of 


machine numbers for each machine or fix- 


Painting these numbers on is not 


purposes 


ture. 
always satisfactory: affixing brass number- 
ing tags is expensive. Ideal Commutator 
Dresser Co., 1108 Park Ave., Sycamore, 
(ll. sells an electric marking tool with 
which part numbers can be permanently 
etched into the surface of equipment. It 
really is a small electric hammer. The 
hardened point of the pencil vibrates at a 
speed of 3600 strokes per minute, but is 
not driven into the surface deep enough to 
hamper quick lettering or numbering. 
The marking is permanent however. 
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HIGH speed and accuracy has been built into 
the Ertel Portable Vacuum Bottle Filler. Yet 


the machine is about as portable as your electric 
fan. Handles are furnished for any type bottle. 
Has a filling capacity up to 2 gallons per 
minute. 





ERTEL 


2 ERTEL PORTABLE TIME SAVERS 


PORTABLE VACUUM BOTTLE FILLER e 





ENGINEERING CORPORATION 
DEPT. B, 120 EAST 16th STREET ©® 


BENCH MODEL FILTER 


THERE are 2 “musts” for every cosmetic 
chemist: (1) A laboratory in which to test and 
develop new formulae. (2) An ERTEL Bench 


Model Filter for use in a corner of the plant 
or laboratory at a moment's notice. 

Larger filters available in sizes to handle any 
capacity. 


NEW YORK, N. Y. 











MODERATE PRICED 
ELECTRIC HOMOGENIZER 


Designed for limited production and lab- 
oratory purposes where extremely high pres- 
sures are not required. 

This new Homogenizer has been designed 
to meet a very definite need in smaller plant 
production, experimental work, and as aux- 
iliary equipment to large scale production 
units. 

Particularly suitable for U. S. P. Emulsions, 
Lotions, and Ojintments, and for stabilizing 
Cosmetic preparations, such as Cold Creams, 
Lotions, etc. 

Has a bowl capacity of 12 quarts, with 
operating capacity of from 12 to 15 gallons 
per hour. Is sturdily constructed, with long- 
hour, heavy duty motor. Meets all require- 
ments of continuous service. 

Complete literature furnished on request. A 
convenient system of deferred payments avail- 


able if desired. 


INTERNATIONAL EMULSIFIERS, Inc. 
666 LAKE SHORE DRIVE, CHICAGO, ILLINOIS 


~~ 
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C1CAams 
PACRAGED 
—- BY KIEFER 





0A, essential in packaging these exquisitely dainty products is scrupu- 
lously clean jars! The Kiefer ‘’Air-Line”’ Jar Cleaner, using 60 pounds of filtered, 
compressed air, leaves not a speck of dirt. 

Another essential: a neat, accurate, solid pack of cream. Kiefer's ‘’Vari- 
Visco” Filling Machine fulfills every demand. 


Jars loaded on conveyor, are automatically cleaned, filled, delivered upon 
Kiefer To-Fro Cooling Belt. Only one operator needed. 


Find out TODAY what Kiefer 
Equipment will do in your plant. 


THE KARL KIEFER MACHINE CU. 


CINCINNATI 


A. J. STERLING M. C. FINN T. C. KELLY P. JORGENSEN 
225 Broadway 10 High St. 222 W. Adams St. 311 California St. 
Room 1209 Boston Chicago San Francisco 


New York, N. Y. 
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No. 1SH. Mikro-Pulverizer for small production work. Fur- 
nished complete with motors and drives and mounted on stand 
as shown (with or without casters) it is ready for operation— 
a complete miniature pulverizing plant. 


107 VALLEY ROAD HY 





FOR BETTER FACE POWDER 
AND ROUGE..... 


For reduced costs 


MIKRO-PULVERIZER 
Eliminate Pre-Grinding! - Eliminate Sifting! 


The complete process for making thoroughly dispersed and 
completely blended cosmetic mixtures consists only of this: 


Whether you make 100 Ibs. or 100,000 Ibs. of face powder 
or rouge a day, we have a machine to meet 
your needs. 


PULVERIZING MACHINERY COMPANY 


for simplicity ...... 
Use the new, Dustless 


REG. U.S. PATENT OFFICE 


Roughly pre-mix the ingredients and run the mixture 


through a Mikro-Pulverizer. THAT'S ALL! 





ROSELLE PARK, N. J. 











[J PROFITABLE REBUILT 
EQUIPMENT 


FEATURING: 


24” x 24” Shriver Aluminum Filter Press with alumi- 
num Diaphragm Pump. 

Colton Ball and Pill Machines. 

Stokes and Colton single punch Tablet Machines. 
Colton No. 2 and No. 3 Rotary Tablet Machines. 
~Stokes and Kiefer 72-spout Bottle Washers. 

Stokes D Rotary Tablet Machines. 

Day motor driven Dry Powder Mixers, 200, 600, 1000 
and 2000 Ibs. 

Pony Mixers, 8, 15, 40 gallon, belt and motor driven. 
Dough Mixers, 1 to.5 bbls. jacketed and plain. 
Giant motor driven Cream Mixers, 30 and 80 qt. 
Ointment Mills, 1 qt. to 10 gallons. 
Copper Jacketed Kettles, 10 to 200 gallons. 
Kiefer and Stokes multiple Filters. 

Day and Stokes Powder Packers. 

U. S. Bottlers 8-spout Vacuum Filler. 
Stokes, Colton, Rodgers Tube _ Fillers, 
Crimpers. 

Also a complete line of Kettles, Copper and Glass- 
lined Tanks, Mixers, Pumps, Filters, Percolators, etc. 


SEE OUR ADVERTISEMENT ON PAGE 398 FOR 
EXCEPTIONAL EQUIPMENT JUST PURCHASED 


‘*We buy from single items to complete plants.”’ 


STEIN — BRILL 


CORPORATION 
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Closers, 







Agent for George G. Rodgers Co. 
187 Varick St. New York. N. Y. 
Cable Address: —Bristen Tel. WAlker 5-(.892-3-4 
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MODERNIZE with 
MANTON -GAULIN 
Two-Stage Homogenizer 


No plant is completely equipped without one of 
our homogenizers. They eliminate compounding 
troubles and vastly improve the quality and ap- 
pearance of your products. Many oils and medi- 
cines are made more effective therapeutically and 
much more palatable by homogenization. 


Creams, ointments and liquid and semi-solid 
emulsions of all kinds are made more stable and 
more appealing in appearance. Suspensions such 
as milk of magnesia are made more stable. Medi- 
cines, solutions and other liquids are made clearer 
and more uniform. 


If you want to make fine products, 
make them with an M-G Two-Stage 
Homogenizer. Many sizes available. 





The Manton-Gaulin 
Manufacturing Co.,in. = 
EVERETT :: MASS.“ |. 
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GRINDING--- 


DA DISSOLVING--- 
and MIXING EQUIPMENT 


Day Handy 
Liquid Mixer 










Day Vitreous 
Pot Mill 





JHBAY 6& 
SOS NATE, OI, 


Day Howard 
Mixing Kettle 





Day Ointment Mill 





For processing ointments, lipsticks, rouge-masses, tooth pastes 
and powders, bath-salts, drug-extracts, tablet-granulations, 
heavy cosmetic pastes, clay packs, extraction of crude drugs 
under vacuum, heating or cooking during mixing, etc. 
Descriptive material on processing equipment for these pur- 
poses will be mailed on request. Or if you have a specialized 
problem in processing, our engineering department will be 
glad to work with you in determining what equipment is best 
suited to your needs. 


Tae J.-H. Day Company 


Factories and Principal Offices 
CinCINNATI, - Oxno. 
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REBUILT 
EQUIPMENT 


PARTIAL LIST 
1—J. L. Ferguson ‘‘Packomatic’’ Model MG Bond Filler & Weigher 


with Sealer and Conveyor. 
5—Day, Stokes & American single and double unit Powder Fillers. 
3—Colton No. 2 Rotary 16 punch Tablet Machines, motor driven, 
up to 5"' diameter. 
2—Stokes Rotary ‘‘D’’ Tablet Machines, motor driven, up to 1"! 
diameter. 
5—Colton, Stokes and Mulford single punch Tablet Machines, up 
to 114"' diameter. 
1—Colton No. 10 worm type Paste Filler. 
1—Urie Universal piston type Tube and Jar Filler. 
2—Colton No. 2 combination, Tube Closers & Clippers, each with 
clipless closure device, A.C. motors. 
1—Colton No. 3 Tablet Stacker & Boxer. 
1—Package Machinery Co. Tablet Filler. 
Dry Powder Mixers, several with sifters, lab. size to 4000 lb. capacity 
1—Patterson double Jar Mill, 2 gals. cap. 
10—175 gal. Copper & Aluminum Jacketed Kettles. 
5—Day Pony Mixer, 8, 15, and 40 gals. capacity. 
1—U. S. Bottlers 22-spout Rotary Vacuum Bottle Filler, monel 
fitted, with conveyor. 
2—Alsop Portable Vacuum Bottle Fillers. 
2—McDonald ‘‘Weeks’’ Automatic Labelers. 
5—Ermold, World and National semi-auto. Labelers. 
1—Alsop Portable Pressure Filter. 
1—Karl Kiefer No. 1 Disc Filter, 10 plates, 6'' diameter. 
1—Star 10 plate Filter, 12'' diameter, pump and motor. 
MISCELLANEOUS—Kettles, Drug Mills, Ointment Mills, Pul- 
verizers, Grinders, Sifters, Screens, Colloid Mills, Filters, Filter 
Presses, Coating Pans, Tanks, Stills, Agitators, Pumps, Boilers, etc. 
Send for complete bulletin. 


What have you for sale? Send us a list. 


Consolidated Products Company, Inc. 
20-21 Park Row Telephone: Barclay 7-0600 New York, N. Y. 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 


‘AOl S:- IMPROVED 
tit worLb 
HZ 
The most flexible labeling machine. 
Easily equipped for labeling any size 
bottle orjar. Many exclusive mechan- 
ical features, developed by manufac- 
turing experience of morethan 35 years. 
Economic Machinery Company 














WORCESTER, MASS. 


Makers of complete line of automatic and 
semi-auiomatic labelers. 
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Rivista Italiana 
delle Essenze, 


Seventeenth 


dei P r ofumi Year of Publication 





c delle Official Organ 


; of the Fenachimici 


Piante officinali 














Director: Dr. E. Fenardli 


Producers of Aromatic Substances 
for Perfumery: 


Manufacturers of Articles used in 
the Perfumery Trade: 














Editorial This is the Periodical in which to 
Office Advertise effectively in Italy. 
= Make Use of its Advantages. 
S. Vincenzo Sample Copy and Tariff on Request. 





N38 -- Milano -- P. O. B. 850 -- Tel. 31-216 





























LABELS 
MARKERS 
STICKERS 














The NEW Hy-Speed Labelit #37 


puts glue on labels etc. and will enable you to do a 
neater, cleaner, labelling job on all your containers. Will 
save an enormous amount of time and lost motion and so 
get many more done with less actual labor. Cut your 
labeling costs by saving up to 62% of the glue and pre- 
venting spoiled and wasted labels. Completely eliminates 
the mess and incompetence that goes with any other 
method of hand labeling. 


Send for Bulletin #368 describing the many 
exclusive features and Free Trial Offer. 


ALSOP ENGINEERING CORP. 


Mfrs. Mixers, Filters, Tanks, Fillers, Cappers, etc. 
39 W. 60th STREET NEW YORK, N. Y. 








IN BRAZIL.... 


kK rr Perhumista 


—is the only publication devoted exclusively 
to the Toilet Goods, Perfume and Cosmetic 
Industry in Brazil. 


RNIN ANGER 





Official Organ of the Association of the 
Brazilian Perfumers. 


Circulating in all South American Republics. 


Send for advertising rates and for 
sample copy. 
ee 


CAIXA POSTAL 2894 


RIO DE JANEIRO - BRAZIL 




























Priced so Low that Everybody 
can Own one 


The New Bennett Balance 


co aS 


we EXTRA ALUMINUM PAN 

BAKELITE 

cuP v4 CENTERING AND DAMPING ARM’ =—s- BALANCING NUT 
/ OR 












| plate encae KNIFE EDGE CENTERER 
} SU 


BEAM RELEASE 





Sensitive to 1/100 gram . . . Weights up 
to 100 grams . . . Compact—no loose parts 

. Small, convenient size . . . Can be 
carried in Pocket . . . Modern, durable con- 


struction .. . Handsome, streamlined design 


$8.00 
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Perfume Notes 


Agfa 





EVALUATING PERFUME OILS 


Economy in your perfume oils is represented 
by the odor value per pound— 


not the price you pay. 
It is also governed by a more obscure factor—the sales appeal of the odor. 
A perfume oil should, therefore, possess these qualities: 


1. It should be appealing to the ultimate consumer (man or woman) and fit the 


type of product in which it is incorporated. 


2. It should be lasting, its effect being best at the time it is used by the con- 


sumer. 


3. It should be moderate in cost, not unduly handicapping the product in which 


it is incorporated. 


1. It should be scientifically prepared with due consideration in cosmetic prepa- 


rations for discoloration, skin irritation or toxicity. 


5. It should take into consideration the popular trend in perfumes. 


The vast organization of Agfa—their extensive research facilities and basic position with regard to 


raw materials—assure you of attention to all these points. 


There is no obligation involved in discussing your problem with us. 


Discriminating women have enthusiastically endorsed powders containing our face 
powder base Z. WRITE FOR SAMPLES AND PARTICULARS. 


Agfa Aromatics Division 
GENERAL DRUG COMPANY 


170 Varick Street, New York City 
1220 W. Madison Street . . . Chicago, Ill, 907 Elliott Street . . . . Windsor, Ont. 
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Importance of Aging 

A manufacturer of toilet 
articles some time ago 
called one of the specialty 
houses from which he had 
bought several perfume 
compositions and asked if 
they would be good enough 
to send another sample of a 
bouquet which they had 
formerly supplied back in 
1932. This was done, and, 
when the perfumer of this 
company examined the 
product, he called the man- 
ufacturer and was very 
much disturbed because the 
sample which he received 
was not exactly the same as 
the product which they had 
received four years prior. 
Mr. Jones of the specialty house then 
called upon these people, and, upon exam- 
ining the samples, found that there was a 
wide variation in the odor. Consequently 
a checkup was made with the perfumer 
who had made the new product. The in- 
gredients were carefully examined, weights 
were checked, and it was found that the 
identical materials had been used in both 
instances. The question then arose why 
two materials made of the same ingredi- 
ents and with the same procedure should 
not smell the same. The answer was 
found to be that the reason the 1932 
sample was more pleasing than the 1936 
sample was due to the fact that the 1932 
sample had aged four years. 

The illustration mentioned above brings 
out how important it is either to age per- 
fume oils before using, or to age the 
finished product. It is a well-known fact 
that perfumers when making perfumes, 
blend some of their materials and permit 
them to age for months in closed contain- 
ers in order that they may blend together 
well and result in a more delightful fra- 
grance. However, slight importance is 
generally attached to the fact that a few 


. Y a . 
materials for powders, creams and so forth 
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“Spray them well and bring them in’ 


should also receive some aging. The 
period required to obtain a good result may 
not be so long, but definite changes take 
place when the oils are first mixed, and 
even after several days. It is noticeable 
in many cases that oil mixtures change. 

In the use of the aliphatic aldehydes, for 
example, many perfumers have found that 
after their addition to an oil mixture the 
odor is very faint and the tendency is to 
add more in order to bring out a definite 
note. On standing for several days re- 
examination has shown that the aldehyde 
odor is intensely strong and that too great 
a proportion of these products has been 
added although the odor did not predom- 
inate at the time that they were added. 

This is only one of the many instances 
in which care should be taken in the blend- 
ing of aromatic chemicals, essential oils 
and flower products. <A definite decision 
as to whether the product is a good one or 
not can only be made after aging the mix- 
ture of ingredients or aging the perfume 
oil within the finished product. We would 
recommend, however, that where there are 
by-odors such as waxes, lanolin, etc., or 
where there is an earthy character in face 


powder, that aging is better accomplished 
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in the finished product than 
in the oil mixture itself. 


Rise of Camellia 

The camellia is one of the 
lovely flowers of history and 
romance. It is a rose-like 
flower which grows on an 
ornamentation-shrub. The 
camellia was named after 
la Moravian Jesuit who, in 
1639, collected plants in the 
Orient. Since its introduc- 
tion into Europe two cen- 
turies ago, many hybrids 
have been developed, and 
today the flowers are lovely 
decorative rose-like blos- 
soms in red, pink, and yel- 
low. Since Dumas’ famous 
book, *“‘The Lady of the 
Camellias,” the flower, though rarely seen 
here, has had a name of exotic charm. 

There is informal talk that camellia is 
on its way to becoming the next popular 
floral odor. At least two camellia per- 
fumes are now on the market. The theory 
of those who developing camellia odors is 
that gardenia has reached its peak in 
popularity, the public having been deluged 
with both the perfume and the flower itself 
to the point that they are becoming weary 
of it. Camellia, they say, is new, exotic, 
romantic, and, in addition, has the same 
delightful fragrance of gardenia with a new 
note of its own. 

Some pessimists in the industry say that 
since no one has smelled a camellia, they 
will wait for the first success of a camellia 
perfume and then standardize on that 
note. If this theory of perfuming suc- 
ceeds, the whole floral kingdom is opened 
to perfumers without the slightest need of 
locating the flowers. 

At any rate, camellias should be 
watched, and a little investigation by per- 
fumers may not be time wasted. 

Another flower that seems to have excel- 
lent chances for greatly increased popular- 


ity is the violet. More on that later. 
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Tegin is a vegetable tallow 
and gives greaseless 
creams. 


Protegin X is used as the 
emulsifier, as well as a 
source of cholesterin, in 
nourishing creams. 
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‘but it’s comforting to know, my dear, 
that TEGIN and PROTEGIN X can be 
depended upon to be neutral.’ 
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Hormones 
Progress is not made by going off half- 
cocked! The cosmetic industry is sanely 
progressive in its attempts to provide safe 
means of beauty treatment for women, but 
the rash ventures of a few provide addi- 
tional armament to the snipers who con- 
tinually assail us. Thallium acetate as a 
depilatory immediately comes to mind as 
an example. Because the compound had 
been used successfully by physicians in de- 
pilating children, a preparation containing 
thallium acetate was 
widely marketed before < 
it had been adequately 
tested. Women were in- 
jured, and the company 
marketing the prepara- 
tion was forced into 
bankruptcy by the judg- 
ments assessed against 
it. More recently, dini- \ 
trophenol came to the 
fore as a rapid treatment 
to counteract obesity. 
Many reports have ap- 
recent 
literature de- 


peared in the 
medical 
scribing the distressing 
after-effects, including 
blindness, following the 
use of this compound for 
weight reduction, even 
under skilled medical 
direction. 

We are frankly skep- 
tical about the safety of 
hormones. We receive 
occasional glowing reports and more fre- 
quent inquiries about the use of various 
hormones in cosmetic creams. But we 
have also read widely in this subject and 
carry away the impression that this is one 
field where a little knowledge is a very 
dangerous thing. The proper functioning 
of the body depends upon a very delicate 
balance among the many ductless gland 
secretions. An excess will cause troubles 
of a different nature, but just as serious as 
a deficiency. Seldom can a hormone be 


Sept. ’36: 39, 3 





DERS 


depended upon to have a specific effect 
only; its by-actions are often just as im- 
portant as the primary action. Thyroid 
extract has long been known as a material 
to increase metabolism and thus reduce 
excess weight. Nevertheless, some of the 
specialists in the field have been adminis- 
tering massive doses of this same material 
for the purpose of increasing weight, with 
Any standard work on 
details (with 


marked success. 
endocrinology will give 


“Lady, did you ever hear of lipstick allergy?" 


pictures) about the effects of hormones, in 
excess or deficiency, on the human body. 

Vitamins have proven their value and 
safety in cosmetics. Only an enormous ex- 
cess could conceivably cause trouble and 
administration through the skin effective- 
ly prevents large doses. The same can- 
not, as yet, be said for hormones. We 
will report the latest findings in the 
scientific literature on this subject, but 
out attitude and your attitude must now 
be one of skeptical caution. 
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Styptics 

While men shave they will cut them- 
selves, even with safety razors. There- 
fore, the market for styptic preparations 
remains stable and large. The styptic acts 
as a general astringent on the skin but 
more specifically as a coagulant for the 
blood. Among the most commonly used 
products we can include various aluminum 
salts (aluminum acetate, alum, aluminum 
sulfate), tannins, and ferric chloride. Un- 
fortunately, tannin in any preparation 
containing water is not 
likely to be very stable 
while ferric chloride 
stains the skin. Never- 
theless, because ferric 
chloride is so effective in 
in clotting blood, it is 
often used in combina- 
tion with other ingre- 
dients which reduce its 
color. Antiseptics, form- 
aldehyde as an example, 
are generally added to 
the styptic mixture, 
while a cooling agent 
such as menthol and an 
anesthetic (ethyl or pro- 
pyl aminobenzoate) are 
also desirable additions. 
The solid mass may be 
whitened by the incor- 
poration of a small 
amount of titanium di- 
oxide, but this is not 
altogether necessary. 

Potash alum, the com- 
mon variety, is sawed into blocks from 
single large crystals or large lumps which 
are made by melting small crystals to- 
gether. These small crystals must contain 
practically all of their original water of 
crystallization to melt well. Aluminum 
sulfate in the crystalline form should be 
used. Only the iron-free grade should be 
chosen. 

The iron chloride used must be sub- 
stantially dry. Since the product is very 
deliquescent, it must be kept in tightly 
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covered containers until it is ready for 
use. 

Glycerine serves almost the same pur- 
pose in sty ptic pencils that it does in foun- 
dation creams, namely, it softens the skin 
and prevents the stick from losing water. 
Menthol, natural or synthetic, has a well- 
known cooling effect and freshens the 
skin. Local anesthetics rapidly lessen the 
pain of the cut and burning sensation the 
styptic produces. Color and perfume may 
also be necessary in the preparation of a 
fine product. 

Styptics are sold in the form of blocks 
or pencils, and may be made in molds. 
These must be made of smooth enamelled 
iron, polished steel, brass, nickel or monel 
metal. They must be covered with a thin 
layer of oil before use to prevent sticking. 
They should preferably be insulated to 
prevent too rapid cooling and the molds 
should be covered for the same reason. 


According to the general scheme of 


manufacture, the alum or aluminum salt 
forming the larger part of the mass is 
heated gently until it melts but in no 
event over 120° C. 
than this will lead to complete evapora- 
tion of the water of crystallization and the 
formation of a powder worthless for the 
purpose. When the alum is melted, add 
the other ingredients, stir and pour into 
the molds. Potash alum 93.0, crystallized 
borax 5.0, glycerine 1.0, formaldehyde 
(40% solution) 1.0. Melt the alum and 
borax carefully and then add the glycerine 
and the formaldehyde. The last ingre- 
dient acts as an antiseptic, and should not 


Temperatures greater 


be irritating in the low concentration sug- 
gested. Potash alum 32.0, cryst. alumi- 
num sulfate 53.0, water 10.5, glycerine 
3.5, formaldehyde 1.0. Potash alum 90.0, 
borax 1.0, zinc oxide 0.5, glycerine 6.0, 
ferric chloride 1.0, formaldehyde 1.5. Melt 
the alum, ferric chloride and borax. Rub 
the zinc oxide with the glycerine to a 
smooth paste and then add the paste and 
the formaldehyde to the melt. 


Trigamine 

Trigamine is a yellowish liquid which is 
intended to replace triethanolamine as an 
organic base in the preparation of emul- 
sions. The new compound is viscous and 
its specific gravity is 1.17. Its pH in 10% 
water solution is 9.7 and it is completely 
soluble in water, glycerine, glycol, 50% 
alcohol, but it is insoluble in other organic 
solvents. Its outstanding advantages over 
triethanolamine lies in the fact that it 
does not discolor nor cause discoloration 
in creams containing it. It has about the 
same equivalent weight, so that formulas 
calling for triethanolamine may use the 
same amount of Trigamine. The stearate 
soap is a white, wax-like solid which does 
not discolor or darken with age. It is not 
gelatinous when melted but forms a thin 
liquid. The oleate is a red liquid which 
forms stable, white emulsions with oils. 
Glyco Products, New York. 
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Patents 

Tricalcium phosphate or calcium carbo- 
nate or magnesium carbonate are used 
with a small amount (1 to 5%) of alkali 
metal pyrophosphate, less than would be 
required to dissolve the calcium or mag- 
nesium present but serving to prevent the 
formation of ‘“‘curd.”’ J. Janota, Jr., as- 
signed to Victor Chemical Works, U. S. 
Patent 2,041,473. 

According to an Austrian patent, pow- 
dered wood is mixed with about 4% of 
turpentine oil to make a dentifrice. E. 
Schreier, Austrian Patent 145,597. 

Water-free dentifrices having a basis of 
oil, fat, or hydrocarbon are improved by 
the addition of an emulsifying agent such 
The 
compositions may also include an alkaline 
earth carbonate and a weak inorganic or 
G. Behr, Ger- 


aS saponin, a soap or an albumin. 


organic acid or acid salt. 
man Patent 630,344. 

Casein is heated 
forms a smooth and supple paste and 
aromatic substances are added to form a 
dentifrice. R. Adler, French Patent 
793,422. 

Increased polishing action coupled with 
reduced abrasive action upon the teeth 
is claimed for paste dentifrices containing 


with water until it 


mica as the abrasive agent. As soon as 
cleaning action begins, the sharp angles of 
the fine mica powder become rounded and 
thus avoid damage to the teeth. Fine 
mica powder is prepared from sheet or 
scrap mica by pulverizing and screening. 
It is 
saponaceous 
powder being mixed, for example, with 
70 parts of a paste prepared by emulsify- 
ing 5 parts of soap, 10 parts glycerine, 54 
parts of water and 1 part of tragacanth. 
T. Gibbs et Cie., British Patent 446,491. 

Water-free compositions 
acidic emulsion in the mouth are based 
upon an alkaline earth carbonate, a non- 
hygroscopic acid salt of a phosphoric acid, 


incorporated in a 
mica 


conveniently 
paste, 30 parts of 


forming an 


a mineral, animal or vegetable oil and 
saponin or other acid-resisting emulsify- 
ing agent. Such pastes are claimed to 
retain acidic action after removal from 
the tube for at least thirty minutes. As an 
example, 200 parts of olive oil are ground 
with 20 of potassium dihydrogen phos- 
phate, 20 tragacanth, 20 saponin, 0.5 
saccharin and 2 essential oil and the mix 
gradually combined to a paste with 250 
calcium carbonate. G. Behr, Brit, Pat. 
444,180. 

Dimethylcellulose is used as a foam 
producing ingredient in a soapless deati- 
frice which also may contain glycerine, 
calcium sulfate, glycol stearate, etc. E. B. 
Putt, U. S. Pat. 2,042,359. 

Dentifrices which remove tartar com- 
prise equivalent proportions of tartaric 
acid (or a homolog) and sodium bicar- 
bonate (or a similar bicarbonate), a part 
of the bicarbonate being coated with a 
material which delays its reaction. Thus, 
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a part of the bicarbonate may be mixed 
with a cellulose ester solution and then 
dried and powdered. In modifications, the 
coated part of the bicarbonate may be re- 
placed wholly or in part by sodium 
aluminate or 0.1 to 1.0% of allyl sulfide 
or a material containing it may be added. 
Egon Meier, German Pat. 629,450. 

A composition for the care of the skin 
comprises an oily or unctuous support 
such as lanolin and a_peroxidized or 
ozonized organic compound, preferably 
neutral or only slightly acid, such as 
lauryl or butyryl peroxides. Autoxygen, 
Inc., French Patent 793,471. 

A liquid preparation forming a smooth, 
invisible film on the face contains about 3 
parts of fresh, uncooked albumin such as 
that from eggs and about 1.5 parts of 
70% _ alcohol. V. Goncarova, U. S. 
Patent 2,043,657. 

An amide of a low-molecular aliphatic 
acid such as formamide, preferably in a 
40 to 60% aqueous solution, is used as a 
cuticle remover. D. G. Thuesen, 
signed to Egyptian Lacquer Mfg. Co., 
U.S. Patent 2,041,158. 

An insect-repellent emulsion suitable 
for use on the skin contains a dialkyl 
phthalate such as diethyl phthalate in 
water with a small amount of soap as an 
emulsifying agent to form a product with 
a cold-cream consistency. W.C. O’Kane, 
U.S. Patent 2,041,264. 


as- 


Aerogel 

Aerogel is colloidal silicic acid and has 
some remarkable physical properties, the 
most striking of which is its extreme 
lightness. The powder flows like water, is 
milky white in color and is highly ab- 
sorbent. Although generally available in 
fine granular form, it can easily be ground 
to a completely impalpable powder. Its 
bulking power is enormous, which im- 
mediately suggests its application in face 
powders. Its light weight makes it useful 
as a bulking agent, its colloidal form 
promises the absence of hard, sharp parti- 
cles while its absorbing powers indicate 
high adhesion to the skin as well as great 
tenacity for perfumes. Aerogel seems well 
Merrimac 


worthy. of investigation. 


Chemical Company, Boston, Mass. 


Face Powder Base 

General Drug Company, New York, 
announces two improved qualities of their 
Face Powder Base Z, the Extra and the 
Special. Both grades are practically 
odorless, thus overcoming the disadvan- 
tage possessed by the original product 
which required a special perfume. Where 
an absolutely odorless product is desired, 
the company recommends the Special 
grade. It may be used in the same manner 
as indicated for the original base but 
because of its completely odorless char- 
acter, any perfume may be used in the 
powder, even the most delicate floral type. 
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ADVANCING THERAPY 


Local Action of Vitamins on the 
Skin—The first objection to the use of 
vitamins in cosmetics was based on the 
belief that vitamins could not be absorbed 
by the skin. This belief has become 
wholly untenable with the piling up of 
evidence, not only that vitamins are 
absorbed by the skin but that they are also 
effective when administered 
by inunction, exerting the 
same effect that they do when 
administered orally. Most of 
the work done in this field 
has appeared in THE Drua 
AND Cosmetic [Npustry. It 
is true, however, that the 
antirachitic effect of vitamin 
D, for example, is less, or that 
the dosage through the skin 
must be greater to accom- 
plish equivalent effect. A 
second objection is based on 
the belief that whatever 
effects vitamins might have 
on the skin are due entirely 
to the general effect upon the 
body. This point has now 
been definitely answered by a 
report which just appeared in 
an Italian medical periodical. 

M. Proto, writing in Annali 
Italiani di Chirurgia, Naples, 
vol. 15, p. 31, made _ ex- 
periments to ascertain the 
action of vitamins A, C, and 
D on the healing of wounds 
in rabbits. The animals, 
both treated by the vitamins 
and the controls, were normally fed and 
kept in the same condition. The animals 
treated by vitamins were placed in three 
groups. In the first group, administration 
was by mouth, in the second, by direct 
application to the wound, and in the 
third, by simultaneous oral administration 
and local application. The animals in each 
of the groups were placed in A, C, or D 
categories, according to the vitamins that 
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were administered to them. The process 
of healing is not modified at all by vitamin 
C, no matter how administered. Vitamins 
A and D slightly promote healing when 
given by mouth, but when these vitamins 
are applied directly to the wounds, healing 
is greatly favored. Vitamin A is espe- 
cially effective. The time of healing is 


Net Farr 





“Yeah doc, but what's an ethvl croun between friends.” 


greatly lessened and the condition of 


wounds is much better than in the con- 
trols. The implication for cosmetics is 
obvious. 

Cod Liver Oil and Infected Wounds 
—Hayashi believes that the accelerated 
healing power of cod liver oil when applied 
to infected wounds is mainly due to the 
effects of vitamins A and D and the lipoids 
contained in the oil. The effect should be 
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attributed chiefly to the action of the 
lipoid. The effect of vitamins, which has 
heretofore been regarded as the chief 
efficacious property, is not really as re- 
markable as that of lipoid. The continuous 
application of cod liver oil for clinical 
treatment of wounds and bruises does not 
seem to cause any reactions. Journal of 
Oriental Medicine, Dairen, 
South Manchuria. 

Absorption from the 
Human Skin—The degree 
of penetration of the skin by 
various substances determines 
the effects produced. The 
major defense of the human 
skin against penetration is 
found in its physical struc- 
ture. The protection afforded 
by the highly compact layers 
of stratified squamous epithe- 
lium, a stratum of keratinized 
cells, and the coating of fairly 
water-proof sebum is obvious. 
The intact human skin offers 
almost perfect protection 
against brief contact of aque- 
ous solutions. Prolonged 
maceration by moist warm 
applications partially breaks 
down this defense, and the 
macerated skin surface ab- 
sorbs much more readily than 
the dry skin. 

The lining of the sebaceous 
glands of normal human skin 
constitutes practically the 
only living cell layer through 
which substances may be absorbed when 
applied to the skin. Due to the fact that 
these glands are filled with fat, penetration 
into or through the skin is limited, appar- 
ently, to fats, greases and oils, fat-soluble 
and fat-solvent substances, and hydrophil 
bodies incorporated with fatty vehicles. 

Inunction, which forces the material into 
the ducts of the sebaceous glands, hy- 
peraemia of the area induced by heat, fric- 
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tion or irritation, occlusive dressings, and 
the preliminary removal of sebum by 
scrubbing with soap and warm water ma- 
terially aid penetration. If the dead horny 
laver of the skin is removed or its contin- 
uity interrupted, absorption takes place 
through it more readily, possibly almost as 
well as through mucous membranes. 

Softening the layers of the epidermis 
increases the size of the interstices between 
cells, and may thus facilitate penetration. 
Although the major reason fatty sub- 
stances favor penetration is their miscibil- 
ity with the fatty secretion of the seba- 
ceous glands, this power may be due in 
part also to the fact that they prevent the 
evaporation of sweat, and thus favor 
maceration and softening of the skin. The 
site of application is another factor which 
undoubtedly influences penetration, the 
best being areas where the skin is thin, as 
free from hair as possible, and richly sup- 
plied with lymphatics, as on the flexor 
surfaces of the body. 

Of the drugs investigated, methyl sali- 
cylate is the agent absorbed most rapidly 
and in greatest amount. This may be true 
because it is the most volatile of the liquids 
used; produces itself a prolonged, though 
mild, hyperaemia; does not chemically 
react locally with the proteins; is possibly 
more soluble in the sebaceous secretion 
than in the vehicles used; and does not in- 
terfere with the softening or macerating 
tendencies of the ointment vehicles. The 
very slight advantage displayed by the 
lard ointment may be due to a lesser sol- 
vent power for the drug; increased pene- 
tration power; and the greater softening 
action of the lard as compared with the 
petrolatum and wool fat. The last charac- 
teristic was observed by a majority of the 
subjects who collaborated in these in- 
vestigations. 

These observations correct the more or 
less generally accepted text and reference 
book statements that drugs are most 
rapidly absorbed from the skin if applied 
as an hydrous wool fat ointment; that no 
absorption takes place if petrolatum is 
used as the vehicle; and that less absorp- 
tion results when lard is employed in the 
place of hydrous wool fat. 

The relatively slight differences man- 
ifested by the ointments of methyl salicyl- 
ate made with petrolatum, lard and hy- 
drous wool fat indicate that these vehicles 
possess no real therapeutic differential 
effect on absorption. 

lodine is absorbed from the skin much 
more slowly and less effectively when ap- 
plied in the form of ointments than from 
alcoholic solutions. Lard, however demon- 
strated a slight, though unimportant, ad- 
vantage compared with petrolatum and 
wool fat ointments. Some slight differ- 
ences in solvent and in softening powers 
may explain in part this small advantage. 
In the case of the tincture, no positive 
tests were observed in the urines until 


three applications were made. This tardi- 
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ness is probably dependent upon (a) the 
retarding effect of the proteins precipitated 
by the elementary iodine, (b) the combina- 
tion of a part of the iodine with the fatty 
vehicles, (c) the formation of loosely 
combined compounds of iodine, (d) pos- 
sible retention and (e) in some cases, even 
individual impaired kidney permeability 
to iodides. Later, when repeated applica- 
tions of the tincture resulted in injury to 
the skin, the penetration and absorption 
of the iodine, though partly bound, are 
facilitated. Iodine may be absorbed 
better from alcoholic solutions than from 
fatty vehicles because alcohol is a better 
solvent and is itself volatile, and greater 
skin injury results. 

Aqueous solutions of iodine, ointments 
of potassium iodide and ointments of 
quinine hydrochloride are not absorbed in 
detectable quantities from the skin, if their 
absence in the urine is accepted as a 
criterion. The hydrophilic nature of the 
potassium iodide and of the quinine hydro- 
chloride may explain in part these results, 
but this would not hold for the iodine of 
the aqueous solution, although a possible 
retarding role of the relatively large pro- 
portion of potassium iodide in the aqueous 
iodine solution and in the ointments of 
iodine should not be completely dis- 
regarded. 

The properties and powers of the drug 
itself, rather than of the ointment vehicle 
used, are the major determining factors in 
absorption from the skin. A drug which is 
absorbable in ointment form from the 
skin will be absorbed with little regard to 
the vehicle employed. Volatile, fat-sol- 
uble agents are more readily absorbed 
from the skin than are the more water- 
soluble substances, and incorporations of 
the latter with fatty ointment vehicles do 
not necessarily insure their absorption 
from that site. 

Throughout these studies, it was ob- 
served that the youngest subjects, the 
females, those with soft, finer skin tex- 
tures—especially the blondes, and the fat 
individuals (who were prone to perspire 
freely, and thus enhanced skin softening 
and maceration) recorded more prompt 
and intense positive reactions. Although 
the absorption advantage of these classes 
was calculable in terms of per cent.—the 
largest value in any one series having been 
five per cent. in favor of these types, the 
data do not permit definite conclusions. 
Such susceptibilities may be kept in mind, 
however, when resorting to skin medica- 
tion in the case of children, women and 
blondes. These class or group susceptibili- 
ties may be due to differences in the 
anatomical structure of the skin or of the 
sebaceous glands and sweat glands, to 
special characteristics of the sebaceous 
matter, and possibly to qualitative and 
quantitative differences in the formation 
of protein, fatty, and cholesterol com- 
pounds with drug agents. A. R. Bliss, Jr., 
J. Am.Pharm.Ass. 
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Phenylmercurie Nitrate—P hen y I- 
mercuric nitrate and other phenylmercuric 
compounds are effective germicides and 
fungicides but they may not be used in 
pharmaceutical preparations by anyone 
but the Hamilton Laboratories, Inc. who 
own U.S. Patent 2,014,676, issued Septem- 
ber 17, 1935 and covering the compound 
and its applications. The preparations 
available are called ““Merphenyl’”’ and in- 
clude Merphenyl Borate Tincture 1:500; 
Merpheny! Picrate Tincture 1:200; Basic 
Merphenyl Nitrate Solution 1:1500 and 
Basic Merpheny| Nitrate Ointment 1:1500. 
Descriptive literature is available from 
The Hamilton Laboratories, Hamilton, 
Ohio. 


Acriflavine as a Urinary Antiseptic— 
E. W. Assinder found that a dilution of 1 in 
20,000 of acriflavine will kill gonococcus in 
fifteen minutes and that some strains of 
B. coli are only killed in thirty minutes in 
a 1 in 200 solution. The urine of a patient 
receiving 3 mils of acriflavine (2 per cent.) 
intravenously inhibited the growth of 
gonococci, in the presence of serum, at 

7°C., but the urine, at pH 5.4, of a 
patient who had been on 10 grains of hex- 
amine and 15 grains of ammonium 
chloride three times a day for a week had 
not inhibited such growth after forty- 
eight hours’ incubation. After five years 
of satisfactory use of acriflavine from a 
tolerance standpoint, with only occasional 
cases of dermatitis on parts exposed to 
sunlight or of toxic jaundice, in 1932-1933 
jaundice began to occur very often and the 
frequency of such cases continued in the 
following year. Imperial Chemical Indus- 
tries, Ltd., who were asked to investigate 
the matter, succeeded in producing an 
acriflavine which is apparently non-toxic, 
since out of 300 patients given the new 
product intravenously only two showed 
any evidence of liver damage, and in these 
the transient jaundice may have been due 
to other causes. Lancet. 


Pentothal Sodium— Pentothal sodium 
is sodium ethyl (1-methylbutyl) thiobar- 
biturate. Its action approximates that of 
evipan and is given by mouth in capsules 
or in 10 per cent. solution. The minimum 
effective dose varies from 3 to 20 grains. 
Its- somewhat unpleasant and sulfurous 
flavor is less nauseating than that of paral- 
dehyde, and it must always be given on an 
empty stomach. Sleep usually follows 
within half an hour. For injection, pen- 
tothal sodium is supplied in ampoules con- 
taining one gram of the powder which 
forms a clear, straw-colored solution with 
10 mils of redistilled water. The solution 
is injected very slowly at a rate not exceed- 
ing 1 mil per minute. The dose is esti- 
mated by individual response and the 
effect is almost instantaneous. Some pa- 
tients fall asleep after 1 mil, the majority 
after the injection of 2 mils. It has been 
used in mental hospital practice. J. S. 
Horsley, Brit. Med. J. 
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NAIL POLISH REMOVER AND THINNER 


Will you please suggest a nail polish remover that does not contain 
acetone and that will not evaporate rapidly. We would also like a 
formula for nail polish thinner. Denver. 

A very good nail polish remover can be made from one of the 
glycol ethers. These compounds vary in evaporation according 
to their composition and have only slight odors. A nail polish 
thinner is best formulated by the one who makes the nail polish, 
a proper balance of solvents being necessary to prevent “blush- 
and other difficulties encountered when evaporation is not 


ing,” 


uniform. 


ISOPROPYL ALCOHOL ODOR 


Vany of our customers object to the odor of isopropyl alcohol, 
which we use in making a wave set concentrate. Is there any way to 
cover this odor? Hollywood. 

It is best not to try to cover a strong odor as isopropyl alcohol 
by yourself. Turn the problem oyer to a reliable perfume supply 


house who can probably handle it with the minimum of trouble. 


LIPSTICK MELTING POINT 


/ would greatly appreciate any information thal you might furnish 
me concerning the procedure used in determining the melting pote 
of lipsticks. San Francisco. 

This question was covered fully in the Compounder’s Corner 


for April, 1934 to which we refer you. 


SOAPLESS LATHERING SHAMPOO 


We are planning the manufacture of a hair shampoo of the soapless 
lathering type. As a base for this product we expect to use a sulfated 
alcohol but there appear to be so many variations on the market that 
we ask vour assistance in selecting the ones best suited for the purpose. 
Minneapolis. 

(he formulating of soapless fathering shampoos is discussed in 
an article appearing elsewhere in this issue. We cannot suggest 
one product in preference to another with this exception, namely, 
that sodium lauryl sulfate is the basis of a patented product now 


on the market. 


HYDROGEN-ION CONCENTRATION 


Why is it necessary to know the ph of a cosmetic product? New 
York. 

Yhis subject is discussed fully in an article appearing in our 
April issue. The ph of the finished product has been given in- 
creased attention since it has become understood that the normal 
skin surface is slightly acid. Since most cosmetic creams are on 
the alkaline side, there is some question as to whether these 
creams are actually beneficial to the skin. The subject has been 
by no means settled, however. In manufacturing, ph measure- 
ment is of extreme importance as a means of control, ph very 


often determining the stability of the cream or emulsion. 


UNSTABLE LINIMENT EMULSION 


We make a white liniment which is essentially an emulsion of 
volatile oils, the principal one being turpentine along with ether, 
chloroform, camphor and menthol. The main emulsifying ingredient 
is an ammonia-olete acid soap. The emulsion is fairly stable, but it 
eventually breaks down. We believe this is due to chemical change 
and would like to know if an anti-oridant would prevent the break- 
down. Lexington. 

it is possible that the oleic acid is oxidized and that the emul- 
sion therefore breaks, but it seems more likely that the am- 
monium oleate itself is unstable. Replace ammonia by an 
equivalent amount of triethanolamine. Since your liniment is 
obviously not intended for internal use, the triethanolamine will 


serve as a good emulsifier. 
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ABSORPTION BASE, LECITHIN, VITAMIN F 


What is a lanolin absorption base? 
lanolin and what are its constituents? 

Is egg lecithin the only kind available? 

What ts the difference between vitamin F and linoleic acid. Los 
Angeles. 

Lanolin has the disadvantage of sometimes being non-uniform 
and haying an odor difficult to cover. Its free cholesterin content 


Lanolin 


What advantage has it over 


also is not quite the amount required by the skin. 
absorption bases contain free cholesterin and oxy-, meta-, and 
iso-cholesterin in a petrolatum base. These absorption bases are 
said to have the right amount of cholesterin and have enormous 


. nn ie 
water absorbing power. They are also odorless. Lecithin is 
made from soy bean and there is little if any difference between 


the egg and the soy bean product. There are several varieties of 
linoleic acid, only one of which is vitamin F. We suggest that 


you get this vitamin preparation from the manufacture, as you 


can then be sure that your product has the proper concentration. 


BALSAM PERU 


We are working on a formula for facial mask containing 5 per 
cent. Peru Balsam. We would appreciate having your opinion as to 


whether this concentration ts too great. Chieago. 


Although the Pharmaceutical Journal reports the use of Peru 


Balsam in concentrations as high as 10 per cent., we think that 


this is too great and may irritate sensitive skins. About 2 per 
cent. would be a good amount with which to start. You may 
find that the synthetic balsam offered by several aromatic sik 
ulacturers may serve your purpose equally well and be less 


irritating. 


GLYCOL STEARATE 


Will vou please tell me how 1 can make glveol stearate? — Praque 
Glycol stearate is a patented product and you can get the in- 
formation you desire from the original patent. However, we 


strongly advise against patent infringement of any kind. 


SKIN BLEACHES 


What bleaching agents are suitable for use in a lotion for removing 
suntan and freckles? Trenton. 

Hydrogen proxide solution is about as effective and safe as any 
bleaching agent for use on the skin. Ammoniated mercury or 


other mercury compounds are potentially dangerous and should 


never be used in skin preparations. 


PEARLY COATING FOR TABLETS 


T have some information on the pearly coatings of tablets without 
In London in 1900, 1 
coated pills and tablets using mucilage of acacia instead of syrup and 
dusting with magnesium carbonate, finally adding tale to produce 
the pearly effect. Charles A. Gillespie. 


sugar which may be of some help to you. 
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MACHINELESS PERMANENT WAVING 


We would appreciate vour advising us what chemicals are used in 


making machineless permanent waving pads. Chicago. 


We advise you to stay away from the subject of machineless 


permanent way ing. Formulating the mixture is extremely com- 


plicated, requiring good chemical knowledge in the adjustment of 


proportions so that just the right amount of heat will be liberated. 
In addition, there are basic patents in this field and the company 


owning them does not hesitate to prosecute infringement. 


MOUTH WASH 


We manufacture a red colored mouth wash containing zine 
chioride, oil of cinnamon, alcohol, water and several other essential 


oils besides coloring matter. We always have had trouble with this 
preparation. On standing several months a white precipitate forms. 
Also there ts a brownish scum and occasionally black flakes. As we 
are ata loss as to why this condition occurs or how to correct it, we 
would very much like your opinion. St. Louis. 

Everyone has trouble with this particular formula. In the first 
place the zine chloride reacts with the alkali in the glass, forming 
in time zinc oxide or zinc hydroxide which gradually precipitates. 
The brownish scum comes in some way from the oi) of cinnamon 
and may be minimized, though not altogether eliminated, by sub- 
stituting cinnamic aldehyde. The black flakes lead us to suspect 
metallic contamination, probably iron, from your tanks, pipe 
ines, filters or your filling machines. Without altering the form- 
ula altogether we don’t know of any way of overcoming the condi- 
Lion, except by aging the batch in wooden or stainless steel tanks 
for about three months. This will give sufficient time for the 
reaction to take place. Then filter it through a stainless steel or 
ceramic filter and bottle it with machine parts made of hard rub- 
ber or stainless steel. We doubt if even this procedure will over- 
come the condition completely but it will certainly minimize it a 
great deal. In addition, if your production is large enough, you 
might be able to get harder glass from your bottle makers. 


HAIR STRAIGHTENER 


Could you help me out with a formula for straightening kinky 
hair? [ have done considerable experimental work on this problem, 
with little success. Brooklyn. 

If you mean a hair dressing that will make even the most un- 
ruly hair stay flat, then a bandoline or a heavy pomade will satisfy 
your requirements. The bandoline can be made by dispersing 
one or two per cent. of a gum in water, not forgetting preservative. 
The pomade can consist of petrolatum melted with enough 
paraftin to give the proper consistency. We have heard of, but 
have no other information about powerful caustic mixtures which 
act as low temperature “‘reverse permanent waving” or “‘perma- 
nent dewaying” preparations. They are very rough on the hair 
and are intensely irritating for the most part, and are used only 
where the necessity for removing kinks is felt to be extreme, as in 


certain social categories. 
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VITAMIN CONCENTRATE TABLETS 


It is possible that we may wish to produce in the near future a 
vitamin concentrate tablet. In preparation for this we have been 
looking over the tablets now on the market and we find that a good 
many of them are not permanently stable. It will be appreciated if 
you can tell us if there is any effective way of making these tablets so 
thal the vitamin poleney will remain stable indefinitely. Chicago. 

We know that the condition you mention exists, and while we 
are aware of numerous methods that have been taken to protect 
the potency of such tablets, we do not know the entire story nor 
do we know whether anyone else knows it, excepting possibly one 
or two of the leading firms in this market. We know that the 
materials must be protected from oxidation throughout every 
step of the refining, tablet making and coating processes and even 
in the bottles. This is generally accomplished by carrying out 
manufacturing and packaging processes in an atmosphere of inert 
gas such as CO». But we also know that there is more to it than 
this. If we remember correctly some patents have been granted 
on an impervious coating material. The coating material used 
and the manner in which the tablets are packed must constitute 
the final step in protecting vitamin potency, for the reason that 
we know that some tablets are given gas protection all the way 
through the process, but still do not stand up as well as others, 
It is possible that a proper grade of edible shellac such as is used 
in the confectionery trade might be used to treat the tablets be- 


fore they are coated. Possibly some form of cellulose that would 


break up in contact with stomach juices would be helpful. We 


also know that an attempt has been made by one of the large 


refiners to produce a finished vitamin concentrate granulation 
that would stand up indefinitely. Early tests on this material 
showed that it would stand up to a remarkable degree, but still 
not enough to make possible a claim that the vitamin potency of 
tablets made from it would remain unimpaired indefinitely. We 
understand that very considerable research is being devoted to 
this subject at the present time not only by refiners but also by 
numerous drug firms. We're sorry we can’t help more than this; 


we've given you all the information that is generally available to 


the trade. 
INCENSE POWDER 


We enclose a formula for an incense powder which loses its odor 
afler a short period of time. We would like to prevent this and also 
improve the consistency of the mizrture. Brooklyn. 

Apart from evaporation your trouble may be due to bacterial 
action releasing compounds that destroy the perfume. A small 
amount of a suitable preservative should prevent this trouble. 


Consistency can be adjusted by altering the proportions of oil 


and wood flower. 


MASCARA 


I am taking this opportunity of asking you for a formula for mak- 
ing brown mascara. I have a formula which although workable is not 
guile satisfactory. Sydney, Australia. 

If you will experiment with various combinations containing 
glycery) monostearate or gums such as tragacanth or locust bean, 
in combination with an appropriate brown pigment, you should 
acquire a satisfactory product. 


NON-SOAP TOOTH POWDER 


Can you give me any suggestions as to the formulation of a non- 
soap tooth powder? San Francisco, Calif. 

If you mean by a non-soap tooth powder, one that will produce 
a lather but does not contain soap, than you can make a satisfac- 
tory product by adding a few per cent. of a wetting agent such as 
Compounder’s Corner, to a regular 


those described in the July 
precipitated chalk, dicalcium phos- 


powder formula containing 
phate, sodium bicarbonate, ete. 


383 








Y ae a y ~ | ——~ TELEPHONE BEEKMAN 3-3156-3162 
| . \ . f - CABLE ADDRESS PARSONOILS NEW YORK’ 
4 J ah L : 


IMPORTS 55 ANN STREET 
AND 
PLYMOUTH ORGANIC LABORATORIES: INC NEW YORK-°NeY°U*'S* A 




















PLYMOUTH ZINC STEARATE U.S.P. 


Constant improvements made by us as manufacturers of all of the Stearates overa period 


of twenty-five years have led to the final development of PLYMOUTH ZINC STEARATE 
SPECIAL “A” grade. This new product is a particularly white, smooth, light, fluffy 
and ODORLESS material, representing the finest Zinc Stearate which can be made. In 
addition to having no odor it will not develop offensive odors if kept for a prolonged 
period. You are sure that the original odor you give to your face powder will be the 
same a year from its manufacture if you use PLYMOUTH ZINC STEARATE U.S.P. 
SPECIAL “‘A.”’ It is practically free of Zinc Oleate. 


@ 
We also manufacture a superlative grade of PLYMOUTH MAGNESIUM STEARATE. 


A complete line of Cosmetic Raw Materials 














As popular as ever! 


Pony Pecent 


Pleasant e Persistent e Pervasive 


for 


Creams and Lotions 
* e e 


We solicit your inquiries for samples and quotations 


Compagnie Parento, Inc. 
NEW YORK Executive Offices and Laboratories enim 


DETROIT CROTON-ON-HUDSON, N. Y. PORTLAND, ORE. 


LOS ANGELES SAN FRANCISCO 


CHICAGO COLOMBES, FRANCE LONDON, ENGLAND 


COMPAGNIE PARENTO, LTD. 
TORONTO, ONT. CANADA 
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{ MODERNIZED PACKAGES 


will not sell 
ANTIQUATED FACE POWDER 


The Modern and Up-to-Date Face Powder employs 


COTTRELL PROCESSED TALC 


Your inquiries are solicited 








WHITTAKER, CLARK & DANIELS, INC. 


Established 1890 
260 West Broad way New York City 





















































CAMPHOR U.S.P. 


SYNTHETIC 


Available for the first time IN ALL FORMS 


POWDER 1 oz. TABLETS 
2% |b. SLABS VY) oz. TABLETS 


Prompt Shipment from New York Stock 
e .) @ 


Write for Samples and Prices to 


SHERKA CHEMICAL CO., Inc. 


BLOOMFIELD, NEW JERSEY—Importers 
Or 


GEORGE UHE COMPANY 
80 EIGHTH AVE., NEW YORK—Distributors 
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PURCHASING DEPARTMENT 


AUGUST MOVEMENTS 





Up 





Alcohol, SD No. 1 le 
Almond oil, sweet 8c 

Anise oil 4c 

Arabic gum, sorts lc 
Arnica flowers 4c 

Balsam Copaiba Ic 
Benzoin gum, Sumatra 1c 
Bergamot oil 15c 
Candelilla wax 1c 
Cascara Sagrada lc 
Cassia oil 3c 

Chamomile flowers, Hungarian 8c 
Citronella oil, Ceylon lc 
Cod liver oil $1.00 bbl. 
Colocynth pulp 10c 
Coriander oil 75c 





Damiana leaves 2c 
Dandelion root 2c 
Elder flowers 6¢ 
Eucalyptus leaves 2c 
Eucalyptus oil lc 
Gentian root 114c 
Ginger oil 50c 
Glycerin CP 2c 
Golden seal root 40c 
Lavender spike oil 25c 
Licorice root 4c 
Manna, large 2c 

small Ic 
Menthol 10c 
Mercury metal $6.50 flask 
Mercury bichloride 6c 





Calomel 6c 

Origanum 70c 

Papain 20c 

Pennyroyal oil 25c 

Peppermint oil, Natural 15c 
Redistilled 15c 

Pimento berry oil 10c 
Leaf oil 20c 

Plantago seed 34c¢ 

Psyllium seed French 2c 

Rosemary oil 10c 

Saffron Spanish $3.00 

Senega root lc 

Senna half leaf 3c 

Spearmint oil 25c 

Wormwood oil 15c 





Down 








Cream tartar 34c 


Ipecac root 4c 
Lycopodium 25c 


Mullein flowers 15c 








25 Cosmetic Raw Materials—Unweighted Price Index. 1926 — 100. 
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The cosmetic raw materials index rose a 
full point to 74.4, four items showing 
higher prices. Balsam copaiba rose from 
19 to 20 cents; candelilla was 114 cents 
higher at 1614; glycerine rose two cents to 
17% cents; menthol increased from $3.25 
to $3.35. The Japanese market for men- 
thol continued to reflect the small carry- 
over stock from the last crop. 


The botanicals index jumped from 83.8 
in August to 91.7 for September, cascara, 
gentian and licorice rising while ipecac 
was quoted lower. Ipecac declined from 
82 to 78 cents. Cascara sagrada rose 
to 12 cents; gentian increased from 
1014 cents to 13; licorice jumped from 12 
to 16 cents. 
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The importance of Spain as a source of raw materials for the drug and 
cosmetic industry is best realized when movement of these raw materials is 
curtailed. The revolt is therefore responsible for some of the higher prices 
reflected in the upward trend in price indexes for September 1936. The 50 
commodity index rose to 68.4 in September, compared with 67.2 in the 
previous month. Because of curtailment of shipments from Spain Mercury 
metal rose sharply to $80. per flask and resulted in a much stronger market 
for mercurial salts. Calomel and corrosive sublimate have already scored 


advances. 


15 Essential Oils—Weighted Price Index. 1926— 100. 


The essential oil index experienced a 
somewhat smaller rise, increasing from 
53.2 to 53.8. Five items rose moderately. 
Anise increased from 52 to 56 cents; berga- 
mot rose from $2.20 to $2.35; cassia in- 
creased 3 cents to 95 cents; eucalyptus 
rose one cent to 33; peppermint oil in- 
creased in price from $2.50 to $2.65. 
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15 Medicinal Chemicals—Weighted Price Index. 1926 == 100. 
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Cod liver oil increased one dollar to $25.00; 
menthol increased from $3.25 to $3.35; 
Mercury metal jumped from $73.50 to | |} | | 
$80.00 a flask. mL HELE LLL 
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SPANISH SITUATION 


The civil war in Spain has brought 
sharply to the fore the real importance of 
Spain as a source of supply for many of 
the raw materials used in the manufacture 
of drugs and cosmetics. Among the im- 
portant essential oils to be affected by the 
conflict between the government forces 
and the rebel Facists are thyme, orange, 
spike lavender, sweet almond oil, ori- 
ganum, pennyroyal, rosemary, geranium, 
basil, and manderine. The most interest- 
ing botanicals from Spain are ergot, 
licorice, uva ursi, Spanish saffron and 
paprika. Supplies of mercury and olive 
oil have also been seriously affected with 
the current spot market already feeling 
the direct influence of the curtailment of 
shipments from Spanish producers. 





It was necessary for sellers here to ad- 
vance prices of Spanish spike oil 25c per 
pound and the current range as to quality 
is now from $1.20 to $1.70 per pound. 
This reflected the imability of sellers to 
obtain assurance that adequate shipments 
will be forthcoming. 

Sweet almond oil was also higher on 
spot by 8c per pound with the range now 
at 65c to 68c. As a matter of fact, prices 
for this oil were practically nominal here 
because of the impossibility of securing 
firm offerings from France, where the oil is 
made from Spanish almonds. 

Origanum oil was also higher by 70c per 
pound, the current figure of from 90c to 
92c being nominal because of the uncer- 
tainty regarding replacements for some 
time to come. 

Oil pennyroyal from Spain was ad- 
vanced 25c per pound to $1.40 and $1.45. 
Any early resumption of shipments from 
abroad are in doubt. Domestic penny- 
royal oil was also higher at $1.75 to $2.00 
as production is expected to be small this 
year. 

Oil of rosemary also comes from Spain. 
With commercial activity there almost at 
a standstill it is unlikely that shipments 
will be resumed for some time. Prices on 
spot have reflected this condition to the 
extent of a 10c per pound advance and are 
now quoted at from 48c to 50c per pound. 
Dealers were very cautious in making 
offers of this oil, confining themselves to 
taking care of the requirements of regular 
customers only. 

Thyme oil red is generally quoted at 
from 80c to $1.25 and the white from 85c 
to $1.30. These prices, however, are prac- 
tically nominal because replacements are 
unobtainable. 

Mercury was advanced $6.50 per flask 
on spot and is now quoted at $80.00 per 
flask. Uncertainty regarding future ship- 
ments from Spain has strengthened the 
metal market considerably. 

No forward offerings of new crop Span- 
ish ergot have been received. No indica- 
tions pointed to the fact that prices on 
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ergot were unduly advanced in the German 
and Portugal markets but it is not certain 
that actual orders could be placed in these 
markets. Pending clarification of the sit- 
uation in this item the spot market was 
expected to remain about nominal. 

Another advance of $3.00 per pound in 
Spanish saffron was tacked on to the 
higher price noted during the previous 
period of review, making the market for 
this item $17.00 per pound. 

Orange oil, uva ursi, geranium oil, 
licorice, basil, manderine and the various 
spices from Spain also turned materially 
stronger. Olive oil was particularly firm 
and it was said that higher prices could 
easily be obtained even on oil of an inferior 
quality. 

Until such time as the present troubles 
in Spain are definitely settled it is most 
likely that the market on these items will 
be more or less nominal in that dealers 
will find it increasingly necessary to con- 
serve their existing stocks so that regular 
customer will not suffer more than is 
absolutely necessary. 


GUM TRAGACANTH 


There seems to be considerable con- 
troversy in the market here as to whether 
or not the current market prices of gum 
tragacanth are entirely justified. Some 
factors feel that the advancing market for 
this item is based on fictitious grounds and 
has no real basis in fact. 

Reports of government control through 
the institution of an export permit system 
caused some excitement and there was 
rather heavy buying on the part of dealers 
and manufacturing consumers for a while. 
Considerable purchases were made through 
England at advancing prices which acted 
as a stimulating influence in the primary 
market. 

The present plan of the Persian Govern- 
ment is to sell shares in an export corpora- 
tion or consortium, the amount of shares 
to be taken being based on the quantity of 
gum to be shipped. Each shipper must 
buy these shares, the amount of shares to 
be taken being based on the quantity of 
gum to be shipped. 

There is probably some truth in the re- 
port that this is not a development on the 
part of the government to control prices 
but it does put a burden on the shipper 
which will be reflected in his price. There 
is no profit from the shares the shipper 
must buy so that it is ostensibly a govern- 
ment tax. 

At present prices, however, buying is 
likely to slow up considerably as the cur- 
rent price movement already shows an 
advance of 50c per pound, making the 
market for number | gum $1.75 per pound. 
After the first scare the demand for ship- 


ment gum has slowed up and dealers indi- 
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cate no intention of stocking up nor will 
consumers now buy more than from hand 
to mouth. 

Other factors are taking a firm view of 
the situation and sight the fact that no 
new gum has come into this market this 
year. The purchases made in England 
were said to have been from old crop ma- 
terial. It is also reported that the collec- 
tion this year was but 50 per cent. of 
normal. The Persian Government is said 
to be building a railroad so that there is a 
good demand for labor at higher wages 
than are ordinarily paid for collecting and 
sorting gum. A gum sorter in Persia, it is 
said, does not receive more than the 
equivalent of three or four cents per day 
for his labor, whereas the government is 
paying workers on the railroad from 
twenty-five to thirty cents per day. 


ANISE OIL 


The war lords, or whoever it is that con- 
trols the destiny of the various provinces 
in China, are at it again. Reports emanat- 
ing from China indicate that in con- 
sequence of a blockage by the National 
Government of Kwangsi Province, Anise 
oil for July-August shipment cannot be 
shipped until after the blockage ceases. 
No offers have come out of the primary 
market for about four weeks. 

In view of this situation it was necessary 
for dealers here to protect their existing 
stocks against shortage and higher replace- 
ment prices. Current spot quotations 
were therefore advanced 4c per pound to 
the basis of 56c and 59c per pound. The 
undertones of the anise oil market are very 
strong at the above quotations and should 
difficulty in affecting replacementscontinue 
the market here is likely to show sudden 
and further sharp advances. 

Every so often the provincial govern- 
ment forces in China find it necessary to 
raise funds and they have been rather in- 
discriminate in placing taxes. This situa- 
tion first came to light during the advance 
in anise oil which started in March, 1935. 
After the cargo of anise oil is gathered in 
Nanning it is forwarded on the Sikiang 
(West River to Wuchow which is situated 
on the border of Kwangsi and Kwangtung 
Provinces. The Hongkong merchants pur- 
chased the oil from Wuchow and it comes 
to them down the Sikiang River via 
Canton. 

As the oil passes along from one province 
to another it is customary for the ruling 
factions to tax its passage through their 
territory, thereby greatly adding to the 
cost before it reaches Hongkong. At least 
this is the story as the Hongkong mer- 
chants tell it. What the present blockade 
is all about no one seems to know but at 
any rate no anise oil has been shipped to 


this market for some weeks. 
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Georce Luepers & Co. 


(Established 1885) 
427-429 Washington St., NEW YORK 
Branches: 


CHICAGO SAN FRANCISCO MONTREAL 
Factory: BROOKLYN 





Of interest to all Perfumers: 


OIL OF ORRIS 
OIL OF OLIBANUM 
OIL OF OPOPONAX 
OIL OF PATCHOULY 
OIL OF SANDALWOOD 





All of the above are products of our 
Brooklyn factory, and well worth 
your examination. 











VANILLA BEANS 


For over 75 years the recognized 
source of supply 





**Look for the Symbol of Standardization”’ 


GUMS 


Arabic Tragacanth Karaya 





All powdered gums standardized by 
Laboratory Control 


THURSTON & BRAIDICH 


286 Spring Street New York 
Represented in Chicago by A. C. Drury & Co., Inc 























Established 1910 


ISKING 


IMPORTERS and EXPORTERS 


DRUGS, CHEMICALS, 
OILS, RAW MATERIALS, Etc. 


Haarlem Oil, Genuine Dutch Klaas Tilly 
Camphor Synthetic, U.S.P. XI, DuPont 
Camphor Natural, Japanese 
Naphthalene, balls or flakes 





Beeswax Menthol 

Cocoa Butter U.S.P. Mineral Oil 

Kaolin Colloidal Spermaceti 

Lanolin U.S.P. Sulphur Precip. U.S.P. 
Magnesia Witch Hazel, N.F. 


Sole U. S. Representatives for 
Shipkoff’s OTTO OF ROSE 


CHAS. L. HUISKING & CO. 


INCORPORATED 
CHICAGO BRANCH 155 VARICK ST. 
561 E. ILLINOIS ST. NEW YORK, N. Y. 




















HEADQUARTERS 


FOR QUALITY 
RAW MATERIALS 





BEESWAX, Sunbleached and Yellow 
Refined, U.S. P. 


GUMS, Tragacanth, Karaya, Arabic, 
etc. 


LANOLIN, Anhydrous U.S.P. and B. P. 
STEARIC ACID, Triple Pressed Fancy 
QUINCE SEED, Persian, Recleaned 


and all other cosmetic 
raw materials 


Samples on request 


Write for complete stock list. 


WALTER H. JELLY & CO. 


INCORPORATED 








412 N. Western Avenue Chicago, Illinois 
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